











Customers remember this label 


ustomers remember the bright, attractive red and white label of 

Bethlehem bolt cartons. They remember because of the quality 
of the bolts and nuts—the clean-cut, smooth-fitting threads, and the 
snug fit of wrenches on heads and nuts. Repeat orders are important 
in building up a steady, profitable business. That’s why the Bethle- 
hem line of bolts and nuts acts as a real business builder. Customers 
call for these dependable products whenever they need bolts and nuts. 
Ask your distributor about this attractively packaged line of good bolts. 
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OUS SERIES of 


YALE 
PADLOCKS 


The most popular and extensive line 
of fine quality padlocks you can sell! 










Every hardware merchant knows these three 
distinguished padlock series by YALE. They 
represent the utmost in security, depend- 
ability and value and profit! They give you 
a most extensive quality line. You can offer 
any one of them toa 
customer with full con- 
fidence. It pays to sell 
quality—YALE quality 
—because “the name 
YALE helps make the 
sale!” See your jobber 
or write to us direct. 










The 830 series 
SUPER PIN-TUMBLER 


Here is the utmost in padlock protec- 
tion! The cases are of cast bronze with 
case hardened alloy steel shackles 
which lock securely at both ends. Show 
this series when a customer wants 
the finest padlock obtainable. Four 
sizes from 134 to 234 inches. Suggested 
retail prices from $2 to $4.00 each. 
































The 771 series 
HIGH GRADE PIN-TUMBLER 


This YALE series has been a tremendous success 
because these locks combine outstanding security 
with unusual value. Moderately priced for such 
quality. Five pin-tumblers (four in the 1/’size), solid 
brass cases, hardened steel shackles. Five sizes | 
to 2 inches. Suggested retail prices $1 to $1.85. 


THE “STANDARD” 813 SERIES 


This is the lock, one of which (No. 853) was at the 
bottom of the sea for 33 years and still worked 
when salvaged. Made throughout of non-corroding 
metals such as bronze or nickel bronze, therefore 
virtually weather proof. Ideal for all outdoor use. 
Lever tumbler mechanism provides great security 
Eight sizes, 1 to 3 inches. Suggested retail prices 
from $1.25 to $7.50. 






"THE YALE & TOWNE MFG. CO. 
_STAMFORD, CONN, CSA. 
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PRODUCTS, PROGRESS, PROMOTIONS 


An enduring paint business must be based on 
quality products. This fact accounts, in part, 
for Kyanize success... explains the phenom- 
enal progress of the Boston Varnish Company 
and Kyanize dealers. Well known for fine 
quality varnish, the sponsors of Kyanize ex- 
panded — added enamels, stains and house- 
paints — and in spite of increased production 
and changing values, never deviated from their 
rigid standards of high quality. Today, Kyanize 
is known and sold from coast to coast by 
thousands of leading dealers. For 1939 Kyanize 
offers the aggressive merchant products, pro- 
motions, and advertising plans far in advance 
of the times. Kyanize is more than ever the life 
of the paint business. 
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This modern floor display stand with 
generous array of fine window displays 
and counter cards attractively presents 
the major items in the Kyanize line... 
invites inspection. Ask for the sound 
proposition that will put this master 
silent-salesman to work for you... 
and put life in your paint business. 
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. , petition. Dry hard » ; 
Another Kyanize life quickly. Do not fade. | 
line for profits. A | 
durable, wear-resist- } 
ing, waterproof | 
> eect teens enamel. Ten colors. : 
finish. Waterproof, 
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loyal friends for life. 





BOSTON VARNISH COMPANY, 950 Everett Station, Boston, Mass. 
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INTO YOUR PAINT 
BUSINESS 






IMPROVED PLANT FACILITIES 


Fine owe | products require that men and machines 
be checked up as constantly as improvements occur. 
The makers of Kyanize recognize that eternal vigi- 
lance is the penalty of leadership and are ever alert to 
add men and machines as progress requires. 


Laboratory — Mill Room — Tank Room, each step in 
the manufacture of every Kyanize Product is checked 
and rechecked to maintain rigid quality standards. 
Every operation from the arrival of raw materials to 
the dxing of shipping tickets is carefully examined by 
the critical eye of both human and mechanical in- 
spectors. It is an axiom of the Kyanize organization 
that no finished product shall leave the plant until it 
is fit for a life of faithful service to your customers. 
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Paint demonstrations for your customers 
conducted by company-trained men stir 
local interest into life; spotlight your store; 
boost sales of paint and related items. 
Just one of the many ways in which 
Kyanize cooperation works for dealers. 

















THREE SIZES HANDLE DOORS FROM 











DOORS Up To 350 Pounds 
15@” to 214” thick 
X2650 Hanger X2641 Track 


DOORS Up To 700 Pounds 
154” to 234” thick 
Y2650 Hanger Y2641 Track 


DOORS Up To 1000 Pounds 
214” to 31” thick 
W2650 Hanger W2641 Track 











FOR 


100 TO 1000 POUNDS 


Stanley Track & Hangers 


With only three sizes of track and hangers to stock you 
can handle all ordinary requirements with a modest stock. 
You save space... keep your investment down. 

Stanley Track is made on positive dies. It has to be 
“straight as a die.” 

Stanley Track Brackets are easy to install; they lock any 
number of sections of track into one unbroken unit. 

Stanley Hangers, ball and roller bearing, have two-way 
adjustment, lateral for various door thicknesses and vertical 


for up and down adjustment. 
Fully described in Stanley Catalog No. 38. Send for a copy. 
THE STANLEY WORKS «+ NEW BRITAIN, CONN. 


STANLEY 


HARDWARE 


CAREFREE 








DOORS 
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REMINGTON RAND THE ONLY Electric Shaver 
MANUFACTURER TO SUPPORT YOU WITH ALL THREE! 


REMINGTON RAND has stepped into 
the lead again! As this goes to press, no 
other company is backing up its dealers 
with newspaper p/us national magazine plus 


RADIO advertising. 


We have just signed contracts with 
radio stations from coast to coast for spe- 
cial advertising on Remington and Rand 
Close-Shavers between now and Christmas. 
So, in addition to driving customers into 
your store with magazine and newspaper 
advertising, we'll also be drumming the 
suggestion into their ears. 


Are you all set for the big Christmas 
rush? If you think there’s the slightest 
chance you'll need more shavers to tide you 
through, order from your distributor this 
very minute. We simply cannot guarantee 
delivery on orders that aren’t received 
immediately. 


General Shaver Division of Remington Rand Inc. 
Bridgeport, Connecticut . . . 
Remington Rand Ltd., Toronto, Canada 
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The 1939 
REMINGTON 


CLOSE-SHAVER 


$1575 


110-120 VOLTS 
AC or DC 


The 1939 
RAND 


CLOSE-SHAVER 


$950 


110-120 VOLTS 
AC ONLY 
































This Young Man Will Be Called Lucky 


HEY will say, a few years hence, that he 

gets all the breaks. He will not be work- 
ing hither and yon, intermittently, because 
he will be a trained hardware engineer. He 
is being trained, through Hardware Age, just 
as surely as if he were in a class room. Adon 
H. Brownell’s complete course of reading 
“Taking the Mystery Out of Builders’ Hard- 
ware” is going to take a lot of the mystery 
out of success for this ambitious boy. 


Put yourself or your employee in his 
place, learn something more about the hard- 
ware business than less energetic men know. 


The first division of this series is as easily 
understood as it is possible for the English 
language to make it. The first step in 
your advancement in the selling and servic- 
ing of builders’ hardware is as easy as step- 
ping up on to the curbstone, and the subse- 
quent steps will be made equally easy if you 
read the early chapters. 


This course is not available any way except 
through the regular reading of Hardware 
Age. There’s a lot of luck ahead if you learn, 
through these articles, what to do with it 
when it comes your way. 
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DESIGN PATENT 
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New grace of design is here com- 
bined with the well-known superior 
welded-joint construction of Pitts- 
burgh Lawn Fence to produce the 
ornamental lawn-fence sensation of 
today’s offerings. The graceful orna- 
mental curves throughout enhance 
the gleaming brightness of this new- 
quality, premium zinc-coated fence. 


This new Pittsburgh Lawn Fence 
not only has more beauty, more 
appearance Saleability than any other 
fence you’ve ever seen, but it also has 
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g LAUD FENCE 


many quality and construction points 
that will appeal to your customers: 
heavy-gauge wires; no twisted light- 
gauge wires; bottom wires cannot 
pull out; overlapping top scrolls are 
securely welded, cannot push down 
or pull out; genuine copper-bearing 
steel; and the heaviest uniform zinc 
coating on any make of fence— 
proved by laboratory tests. 


Ask for new literature telling about 
the many new features of the im- 
proved Pittsburgh Lawn Fences. 


PITTSBURGH STEEL COMPANY 


1621 GRANT BUILDING 


PITTSBURGH, PA. 


Pittsburgh Fences 





LAWN FENCES ¢ FARM AND POULTRY FENCES ¢ INDUSTRIAL FENCES 
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he and winter months will be more profitable for 
hardware merchandisers who put sales emphasis on 
the new 1938-39 line of UNION HARDWARE Ice 
Skates. Combined in every UNION HARDWARE 
model are basic factors that make for BETTER 
VALUES and QUICKER SALES—durable con- 
struction, practical design and popular prices. You 
can count on these fundamental qualities to help 
build a really profitable ice sKate business this sea- 
son. Take advantage of the country-wide popularity 
of ice skates by UNION HARDWARE—a name 
that has been associated with full value for over 
three-quarters of a century. See your jobber TO- 
DAY and arrange to stock or replenish your supply 
of UNION HARDWARE Ice Skates. 


UNION HARDWARE Ice Skates are made in nine 
popular patterns. There are Hockey, Screw Clamp, 
and Figure Skates in a variety of sizes and styles 
to meet the requirements of every skater—young or 
old. Catalog No. 35 illustrates and describes fully 
the entire line. Write for your copy. 
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Jee Skates 

















Nos. 1624, 1624/2, 1724/2 
Men's Screw Clamp Skates 





No. 5124 
Ladies’ Screw Clamp Skates 





No. 1562 Tubular Clamp Hockey 
Skates. Satin Nickel Finish 





No. 07 “Serew-to-the-Boot" 
Hockey Skates. Relieved Runners 





No. 94 "Screw-to-the-Boot" 
Figure Skates. Continental Pattern 
With Saw Tooth Toe 


Nos. 5242 and 4241/2 
Men's Screw Clamp Hockey Skates 
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OOK closely at a section of Hex-Cel. Then unroll 

+ some alongside any other netting. You'll see 
instantly why it’s easier to sell Hex-Cel. And if you 
make this simple demonstration your customers will 
see why it’s a better product. Hex-Cel is its own best 
salesman. 

And there’s a good reason why Hex-Cel is superior. 
Newest production methods insure the true, even 
mesh—the smooth, uniform coat of galvanizing. 

Not only does Hex-Cel sell easily, it satisfies users 
and they come back for more. They find that because 
Hex-Cel unrolls flat, it is easy to erect, it stretches 
tight and straight without bagging. 

Specify U-S-S American Hex-Cel Poultry Netting 
when you place your next order through your jobber. 
And remember that other U-S-S STEEL PROD- 
UCTS are available for prompt shipment from our 
mills and warehouses and from nearby jobbing 
stocks. Write us direct or see your jobber. 


U-S°S AMERICAN HEX-CEL POULTRY NETTING 


American Steel & Wire Company, Cleveland, Chicago and New York _— 
a) United States Steel Products Co., New York, Export Distributors 
J 


Columbia Steel Company, San Francisco 
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Tennessee Coal, lron & Railroad Company, Birmingham 


UNFTrED STATES STEEL 
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Many folks throughout the country will install new house pumps this fall. For kitchen sink, for back 
porch, for outside installation—Myers House Pumps meet all requirements. Top quality in style, finish, 
construction and special features—a Myers House Pump installation means reliable service for the user 
and better profits for you. 


The Myers Line includes brass, brass lined or polished, cylinders, plain or cock spout, regular or with set 
length—and all styles have the famous Myers rolling-motion Cog Gear Head that operates 33 | /3%, 
easier than others. Dealers everywhere have always found Myers House Pumps a profitable line to sell. 


Write for a copy of the new Myers Catalog if you have not already received it. 
THE F. E. MYERS & BRO. CO., Ashland, Ohio 


PUMPS-WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 


12 HARDWARE AGE 





Se 


~ eee 


Vana 


ee 





an Blas 





Vol. 142 No. 11 





GEORGE H, GRIFFITHS 
President and General Manage: 
CHARLES J. HEALE 
Kditor and Vice-President 
Associate Editors 
KENNETH A. HEALE 








WARE 
GE 


Editorial and 
Executive Offices 
239 West 39th St., 
New York, N. Y. 


Published Every 
Other Thursday 


Publication Offices 
Chestnut and 56th Sts., 
Philadelphia, Pa. 
Established 1855, succeeding and embodying “Hardware” of New York; 
“Stoves and Hardware Reporter,’ St. Louis; “The Western Hardware 
Journal,” Omaha; “Iron Age Hardware,” New York City; “The Hard- 
ware Reporter,” St. Louis; “Hardware Salesman,’ Chicago; “Hardware 
Dealers Maqazine,” New York, and “Good Hardware,” New York. 


EDITORIAL CONTENTS 
DECEMBER 1, 1938 











© 


GEORGE M. SANGSTER 
RUDOLPH 8. WILD Just Among Ourselves, by Charles J. Heale ...... 15 
ALBERT J. MANGIN Taking the Mystery Out of Builders’ Hardware, 

‘*‘Who Makes It?’’ Editor by Adon H. Brownell 18 

” S ’ — . The Kind of a Store That Appeals to Women ......... 22 
ashington Representative —_ 
sisiniimeis: tii, Missing Black Ink by an Eyelash, by Roy F. Soule 26 
SAUNDERS NORVELL “Disgusted Sale” Gets Results ................ 29 
ADON H. BROWNELL . — 

a Uses Factory Methods in Repairing Everyday Items............ 32 
JOHN G. WILCOX : 
Siidsiuithies Minti Ce egg ais sre 5e5)4v bien 35 
Here’s a Hardware Store That “Went Hollywood”......_......... 40 
ADVERTISING REPRESENTATIVES “My Customers Like New Things” ........................... 48 
New York: His Oil Heaters Are Leaders to Other Sales. ...................... 49 
HAL BLopertt, 239 W. 39th St. . . a 
anil es an dia 6-5 5 ae wa Rh 52 
Cnauncry F, ENGLISH, 140 Federal St. As the Profit Goes—So Goes Your Business, 
CLEVELAND: 7 Thomas M. Anderson 54 
Wirt. J. Fevoprny, 709 Union Bidg., 1836 Euclid Ave. . . 
eet ae aaa A Father Talks to His Son, by William P. Ross................. 62 
CHICAGO: . 5 
b. ¥. Rewnamee, 900 Oils Bile. Getting Acquainted, by Saunders Norvell .................... 76 
8 F 1IscO, CAL.: . . ’ ° 
R. i; aan Gn eee St. Hardware Men’s Hobbies...... 31 How’s the Hardware Business?.. 64 
nie: Oni Mics Hardware Facts, by Robert Pil- What's New ...... Bon ee 70 
R. J. Rinew, 541 Consolidated Bldg., 607 So. Hill St. | RR eat ee ee 37 Coming Conventions and Events 80 
Hardware Age Window Displays 38 Hardware Trade Contests 81 
News of the Trade ............ 42 “Who Makes It?” 82 
Copyright 1938 by Chilton Company (Inc.) 
SuBSCRIPTION PRIicES—United States, its pos- 
ions : $1.00. Mewico, Central 
Americe, ‘South Amorice, Spots end te ADVERTISING INDEX—PAGE 88 
colonies: one year $1.00. Canada $2.00. 
Foreign countries not taking domestic rates 
one wear $2.50. Single copies 15 cents each. 
® 
4 
Publication Offices r Editorial and 
Chestnut and 56th Sts., Owned and Published by CHILTON COMPANY (Incorporated) Executive Offices 
Philadelphia, Pa. 3 239 West 39th St., 
Officers and Directors New York, N. Y. 
C. A. MUSSELMAN, President FRITZ J. FRANK, Executive Vice-President 
Vice-Presidents 
FREDERIC C. STEVENS JOSEPH §S. HILDRETH GEORGE H. GRIFFITHS EVERIT B. TERHUNE 
WILLIAM A. BARBER, Treasurer JOHN BLAIR MOFFETT, Secretary 
JOHN H. VAN DEVENTER JULIAN CHASE ‘THOMAS IL. KANE CHARLES S. BAUR G. CARROLL BUZBY  P. M. FAHRENDORF 








THE RUSSWIN DOOR 
CLOSER is designed for right 
or left-hand doors witbout re- 
versing either Arm or Spring. 
A compact, efficient mechanism 
that operates quietly and de- 
pendably. In seven sizes for 
every weight and type of door. 





Give Your Customers Gi Door Closer of 
Dependable Por formance 
RUSSWIN 


T. lifelong dependability of Russwin Builders’ Hardware is a business builder for 
you — because it gives complete satisfaction, and strengthens customer-confidence 





x 
ae 


in your store. 

The Russwin Door Closer, illustrated, is a fine example of Russwin craftsmanship. 
Precise and smooth in operation, it is built to give faithful, trouble-free performance 
throughout a long lifetime. No better product of New England mechanical ingenuity 
can be offered to customers who want a Door Closer of absolute dependability. 


“Since 1839 — Russwin DISTINCTIVE HARDWARE“ 


RUSSELL & ERWIN MANUFACTURING CO. 


The American Hardware Corporation, Successor 
New York NEW BRITAIN, CONN. Chicago 
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Informal Editorial Comments 





CONVENTIONS :— 


Next month the annual retail 
convention season begins. With 
business prospects much brighter 
there should be improved atten- 
dance at the 1939 sessions. Fair- 
trade legislation will come up for 
discussion at most conventions al- 
though, as yet, fair-trade contracts 
are not very numerous on lines 
sold through hardware channels. 
Most of the hardware store items 
which have been put under price 
maintenance contracts are not so 
covered in all of the 43 states hav- 
ing fair-trade laws. There is a 
continued marked disposition on 
the part of manufacturers to mark 
time and to practice “watchful 
waiting” in this respect. There- 
fore, it behooves hardware dealers 
to support whatever fair-trade con- 
tract activities come their way or 
the manufacturers will be justified 
in believing that it is not a matter 
of vital interest. Based on conven- 
tion resolutions and hardware 
dealers’ votes cast in a survey in 
HarpwareE AGE last spring, there 
is a definite need for the price pro- 
tection that fair-trade laws permit. 
To back up these expressed opin- 
ions and to obtain more resale 
price contracts on hardware store 
lines, there will have to be more 
interest shown by both dealers and 
wholesalers that manufacturers 
may be sufficiently impressed to 
take such action. 


HOURS AND WAGES :- 


Another vital problem that 
should be considered at 1939 retail 
conventions is the prospect of 
state hours and wages legislation. 
So far retail stores, in the ma- 
jority, are exempt if their business 
is more than 50 per cent intra- 
state. But this is not likely to con- 
tinue. The sponsors of this kind 
of legislation are disposed to have 
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few if any exemptions and with 
the probable passage of state laws, 
similar to the Federal Wagner 
Law, exemptions for retail hard- 
ware dealers may not continue. 
The wages angle is not the serious 
side of the problem but the hours 
control does present some difli- 
culties. Being basically a service 
business, surviving only by ful- 
filling the needs of consumers at 
their convenience, a final 40-hour 
week will be a hardship for many 
retail hardware stores. The pres- 
ent Federal law does not prohibit 
more than the 44 hours the first 
year, 42 hours the second year 
and 40 hours the third year but 
it does require a time-and-one-half 
pay basis for all hours above those 
respective limits. If, as expected, 
many states pass similar laws the 
overtime pay will become a seri- 
ous overhead extra that must enter 
into the reckoning that determines 
retail prices, for many stores will 
not be able to stop at 40 hours 
and enjoy sufficient volume. Many 
hardware stores have too few em- 
ployees to permit an_ efficient 
stagger system such as department 
stores may develop and so, to the 
smaller types of retailers, the 
hours and wages legislative trend 
becomes a major 1939 problem. 
As usual the boss can work all 
night, and seven days a week, but 
that will not answer the prob- 





by CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


lem, unless we are to become an 
industry of one-man stores or of 
very large stores, with restricted 
opportunity for the typical three 
and four-employee stores which 
make up the majority today. It 
has been suggested that hours and 
wages laws (that is state laws) 
may force more retailers to adopt 
a strictly commission form of com- 
pensation. Here again the rela- 
tively smaller business will suffer 
as all of its employees necessarily 
have many other tasks besides 
that of actual selling. It will be 
well for retail hardware conven- 
tions to give special thought to 
this hours and wages problem and 
to thoroughly discuss laws pend- 
ing or passed in the various states. 


HARDWARE WEEK:-— 
National Hardware Week will 


be a major program feature in 
every retail convention of the as- 
sociations affiliated with the Na- 
tional Retail Hardware Associa- 
tion. As a result the experiences 
gained from the 1938 National 
Hardware Week, the 1939 promo- 
tions will be broadened and 
strengthened and the entire event 
should truly be “bigger and _ bet- 
ter” in all respects. The display 
materials and ideas for promoting 
this industry-wide campaign will 
show the benefits of last year’s 
efforts and more dealers are ex- 
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WHEN YOU SELL CHAIN 


ELWEL TRUCK CHAIN 
Sales are Waiting 


During this month your trade will be calling for ELWEL 
Twist Link TRUCK CHAIN. This well-known item always 
comes in for a good amount of attention during December. 

You will also get many opportunities to sell Weed Emer- 
gency Unit Chains, Weed American Bar-Reinforced Tire 
Chains, Acco Towing Chains, Acco Slip and Grab Hooks, 
and Acco Proof and BBB Coil Chains. 

Give these good sellers a chance. Display them. A little 


“merchandising will help you make many profitable sales. 


AMERICAN CHAIN DIVISION 
AMERICAN CHAIN & CABLE COMPANY, Inc. 
(op BRIDGEPORT, CONNECTICUT 





AMERICAN “ii%.CHAIN 
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pected to participate—and they 
should. Every hardware store in 
this country, whether a member 
of the N.R.H.A. or not, should 
take advantage of this sales-build- 
ing opportunity and _ should 
heartily cooperate in order to par- 
ticipate in its many obvious bene- 
fits. The more support this move- 
ment enjoys the greater will be 
the individual return to those who 
do take part. Special display kits 
are available at cost from the state 
association secretaries and may be 
obtained by both members and 
non-members on the same basis. 
The dates for 1939 National Hard- 
ware Week are May 6 to 13, which 
very wisely includes two Satur- 
days, always important retail sell- 
ing days. 


PATMAN’S NEW LAW:- 


Representative Patman’s prom- 
ised anti-chain store law was ap- 
proved by the French Lick Con- 
gress of the National Retail Hard- 
ware Association and has or will 
have approval from most re- 
tail hardware organizations. A 
few months ago it appeared that 
this law had excellent chances of 
passage early in the new Con- 
gress as Mr. Patman had then se- 
cured an estimated 75 sure votes 
in the two houses. As this list of 
supporters is not precisely known 
to me, I am, unable to determine 
whether the recent election has 
changed the score. Certain it is 
that this bill will come up 
promptly and that it will be the 
subject of bitter debate with able 
forces on both sides of the fight. 
Not having a legal training, I have 
consulted competent attorneys and 
gather the very definite impres- 
sion that such a law, if passed, 
will be declared unconstitutional 
and discriminatory for it would 
certainly curtail if not eliminate 
many existing chain organizations. 
It would tax out of business all 
interstate chain systems and I seri- 
ously doubt that this will finally 
happen. Any activity that is “anti- 
chain store” has an immediate and 
natural appeal to independent 
dealers. That is why so many 
retail conventions (in all fields) 
have approved this bill. It is 
highly appropriate that we realize 
that merely handicapping or pe- 
nalizing any form of competition 
does not automatically give us 
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its sales and that we will only 
benefit to the extent that our ser- 
vices merit such patronage. | 
have supported wholeheartedly 
and continue to support the spirit 
of the Robinson-Patman Law, the 
Tydings-Miller Law and the fair 
trade laws of 43 states and any 
other legislative trend or other 
aid for the benefit of independent 
wholesaler-retailer distribution— 
but I gravely doubt that Mr. Pat- 
man’s new act comes under that 
classification. I sense that in op- 
position this bill will receive many 
highly publicized arguments which 
may make consumers question the 
efficiency of independents and 
which may arouse public interest 
in defense of the chain system. Re- 
cently public opinion has been 
headed the other way, due to the 
chain store investigation by Mr. 
Patman that led to the Robinson- 
Patman Law. It is one thing to 
pass and uphold a law that takes 
away unfair and unearned advan- 
tages but it is an entirely different 
proposition to try and legislate 
any form of competition out of 
business via the tax route. I know 
that these comments will not be 
welcomed by many readers. Never- 
theless, I feel that they are justi- 
fied and that this proposed new 
Patman law should have dispas- 
sionate appraisal and should be 
“thought through” with all angles 
considered. Finally, the laws of 
this country must be in the public 
interest of the majority and, as 
there are more consumers than 
there are independent dealers and 
wholesalers, I must repeat that | 
have very grave doubts about Pat- 
man’s newest legislative proposal. 
However, if the independent hard- 
ware dealers of this country de- 
cide they want this new law, I say 
once more as I have said for many 
issues, there are many potent 
forces fighting against it—well 
financed and well organized and 
only a real aggressive collective 
front can bring a victory. 


COLORADO :- 


The citizens of Colorado voted 
to retain that state’s chain store 
tax law established in 1934, de- 
spite the tremendous, well financed 
advertising and publicity cam- 
paign by chain store interests who 
endeavored to have this law re- 
pealed. The vote was 230,000 to 


160,000 to retain the law which is 
a comfortable victory for the in- 
dependent merchants who fought 
to keep the law on the books. Two 
years ago California voters de- 
feated a proposed chain store tax 
bill. In both states (California 
and Colorado) the same pro-chain 
store tactics, by practically the 
same people, fought against the 
law in campaigns that were almost 
identical. The Colorado law is 
relatively a “mild” tax law on 
chains being from $2.00 to 
$300.00 per store for the first 24 
units. So far the chain store tax 
question has been submitted to 
voters in only these two states, 
with honors even in the results. 
It is well to remember that a 
referendum vote clearly shows 
public opinion and in Colorado 
the public voted two to one on 
the side of the independent dis- 
tributors. Coming two full years 
after the California experience in- 
dependents may rightfully believe 
that they have added public sup- 
port gained in that time. This 
Colorado referendum on the chain 
store tax law is vitally important 
to all independents. 


P.S. RE: PATMAN LAW :— 


Since writing the comments on 
these pages under the heading 
“Patman’s New Law” there has 
come from Washington a rumor 
that a compromise anti-chain store 
tax bill will be introduced by Mr. 
Patman when Congress meets next 
month. The story is that the re- 
vised version of this measure will 
be modified to prevent further 
growth by chains through a heavy 
tax levy on new store units added 
after this law becomes effective 
(if and when it does) but that 
existing chain store systems will 
pay only a “nominal” or “normal” 
tax on present store units. Pre- 
sumably this is a compromise to 
attract needed support from Con- 
gressmen who oppose the more 
drastic chain store tax plan of the 
original bill. The source of this 
rumor further states that Mr. Pat- 
man takes this step believing that 
some form of tax control on chains 
is better than no such law at all 
and that even such a compromise 
law would be a start in the direc- 
tion he wishes to go with anti- 
chain store legislation. Time does 

(Continued on page 50) 
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By ADON H. BROWNELL 


Chapter 39—Advanced Course 


Fire and Panic Exit Devices 


MONG the many problems 
Au the builders’ hard- 
ware engineer is that of 
proper protection of human lives. 
All types of public buildings 
should be equipped with proper 
fire and panic exit devices. There 
is often more danger from panic 
than there is from fire itself. The 
building may be called fireproof, 
but it is surprising how many so 
called fireproof buildings have 
been entirely gutted by fire. 

As long as I live I shall never 
forget one in a building directly 
back of our store in Pittsburgh. 
A film building called fireproof, 
was gutted by fire and more than 
20 girls lost their lives. 

Such catastrophes as the Iro- 
quois Theater fire in Chicago 
where 596 lives were lost, and the 
Collingwood School fire in which 
174 children died will bear out 
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the definite responsibility that is 
every builders’ hardware engi- 
neer’s who specifies or equips fire 
and panic bolts for the exit doors 
of any public building. 

In so doing, you are rendering 


Fig. 1—Exit device for pair of doors—knob outside. 
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a real contribution to humanity. It 
becomes your duty to do it right. 
Carelessness or ignorance on your 
part would be a sad alibi if you 
failed to specify or equip such 
doors with suitable devices, there- 





by causing the loss of human lives. 

Leading manufacturers in this 
field are: 

Hugh Elmer Clark, P. & F. Cor- 
bin, Monarch, Reading Hardware 
Co., Russell & Erwin, Sargent & 
Co., Sargent & Greenleaf, Steffens- 
Amberg Co. and Vonnegut Hard- 
ware Co. with its Von Duprin fire 
and panic exit devices. Many 
manufacturers make a limited line 
of devices, but those mentioned 
above are among and most widely 
known. 

It is not the purpose of these 
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articles to pass judgment on any release the doors. Others use a become scared about this subject. 


of them. Sargent & Co. use a single acting bar and so on. Just view it in the light of this 
patented, roll back, latch feature. We will leave it to the in- paragraph and the subject will 
Russell & Erwin operate the bar — dividual manufacturers to explain _—not seem so difficult. 
their own particular individual In the illustrations which ac- 
. features. We do not endorse or company this chapter are shown 
7 condemn any of these special the more popularly used types of 


features in these articles. We devices. It would be impractical 
merely are pointing out various to attempt a description of all 


differences. types so we will discuss only the 
There is nothing particularly | more commonly used ones. 

complicated about fire and panic Fig. 1 shows an exit device for 

exit devices. Many of the lock ac- _a pair of doors where it is desired 


tions are the same as you find in __ to fasten both doors top and bot- 
mortise locks. The bolt actions tom. One of the devices has an 
used in exit devices are the same _ outside locking feature with knob 
as common bolts, the difference operation from the outside. 

being that they are so unified that Fig. 2 is an exit device for a 
the simple pressing of the cross pair of doors where it is desired 
bar releases instantly the bolts and _to fasten one door top and bottom, 
lock in one operation. Do not the active door with a mortise 
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=| Fig. 5—Rim type 


exit device. 
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Fig. 3—Exit device for single 
exit door. No hardware outside. 


to a hub in the lock instead of 
the straight lift latch idea. Von 
Duprin uses drop forgings. Many 
of the companies noted above use 
double-acting bars so that a pull 
up as well as a push down will 





Fig. 4—Exit device for single door. Knob or handle outside. 





DECEMBER 1, 1938 


Fig. 6—Paddle bolt for exit 
only. No outside hardware. 





lock operated by the cross bar in- 
side and a store door handle out- 
side. This can also be secured 
with a cylinder lock. 

Fig. 3 shows an exit device for 
a single exit door for exit only, 
no hardware on the outside to per- 
mit entrance. 

Fig. 4 is an exit device for a 
single exit door using a mortise 
lock with a cross bar release in- 
side and knob and cylinder oper- 
ations outside to permit entrance. 
This type can also be secured with 
handle operation as shown for the 
active door of Fig. 2. 

Fig. 5 shows an exit device for 
single doors using the rim type 


















































Fig. 7—Gravity bolt for exit 
only. No outside hardware. 
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eliminating the mortise lock such 
as used in Fig. 4. 

Fig. 6 is what we commonly 
call a paddle device. You will 
notice that there is no cross bar 
extending across the door. Natur- 
ally, it is less expensive but it also 
lessens the degree of safety be- 
cause a paddle instead of a bar 
clear across the door acts as the 
releasing feature. 

Fig. 7 is the most inexpensive 
top and bottom exit device. It is 
made in malleable iron as well as 
brass and will do where exit only 
is required and where no large 
number of people would ever use 
the exit. This type of bolt should 
never be used where it is possible 
to sell the better grade of bolt but 
they do very well if conditions are 
as described in this paragraph. 

For a pair of doors, two of 
these devices may be used or a 
double arm device can be fur- 
nished with a cross bar only oper- 
ating the other bolt. 

Study your manufacturer’s cata- 
log. Some use hinged latch bolts 
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Fig. 9 — Threshold 
for panic bolts. 


top and bottom of the vertical 
rods. Some of the locks have a 
night latch feature with retracted 
latch bolts and auxiliary latches 
when the doors are unlocked. 
Some have the top and bottom 
bolts retracted until the door is 
closed when a trigger releases the 
bolts into the strikes. Some lock 
through inside cylinder control 
and others only from the outside. 

Some cross bars are equipped 
with dogging devices in the end 
of the bar. Separate dogging de- 
vices, such as shown in Fig. 8, can 
also be furnished. In this case al- 
ways try to sell one at each end 
of the bar or two instead of one. 
It will be much more satisfactory. 

In the city of Pittsburgh, several 
years ago, devices for all city 














schools were specified to have the 
cross bars with a 314 in. clear- 
ance when depressed so that it 
would be impossible for anyone’s 
arm to wedge between the bar and 
the door, preventing release of the 
device. 

Extreme care must be taken in 
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ordering all devices. Always give 
the following information: 


Width of each door. 


Height of each door. 
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Fig. 10—Compensating astragal 
fixture. 
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When the Potter Hardware Company 
built its new store in Westwood 
Village in Los Angeles it built..... 


The Kind of a Store 





Looking at the street floor from the mezzanine gives one an idea of the 
excellent store lighting. Flashlights were not used in taking this view: 
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A night view of the 56- 
foot front. Interior and 
exterior are illuminated 
until the theaters close. 


HE hardware store of the 
future should be a depart- 

"- mentized establishment with 
certain sections definitely mascu- 
line in nature while other sections 
should have an essentially femi- 
nine appeal. It should be human- 
ized and well advertised and 
should occupy the best location 
available. It should be light, cheer- 
ful and well stocked with repre- 
sentative merchandise and should 
be staffed with a well trained and 
well organized sales force of spe- 
cialists. And with all this in mind, 
it must still remain a hardware 
store. 

That is the opinion held by J. 
A. Potter, who with his son, J. A. 
Potter, Jr., operates the Potter 
Hardware Company in the West- 
wood Village suburban district of 
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The street floor looking toward the front of the store. Plenty of 
open displays aid in increasing its popularity with the fair sex. 


Los Angeles, Cal. It is a new store 
in a comparatively new section. 

Although the Westwood Village 
district is only approximately 10 
years old it is one of the fastest 
growing areas in the country with 
respect to substantial homes. It 
possesses an exceedingly attractive 
neighborhood retail shopping dis- 
trict in which are represented 
branches of nearly all of the down- 
town Los Angeles stores as well 
as specially built stores housing 
many of the larger chains. There 
are several very good stocks of 
hardware and housewares to be 
found in this section in addition 
to Potter’s. 

In moving into this larger, ultra- 
modern establishment, the Potters 
abandoned a store which had 
aroused the admiration of visiting 
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That Appeals to Women 


where men have an entire floor 
to themselves and where custom- 
ers are served by specialists 


hardware dealers. The increased 
business enjoyed by the firm since 
making this move, however, has 
amply justified the wisdom of the 
management in making the change. 

The new store of the Potter 
Hardware Company reflects Mr. 
Potter’s ideas as to what the hard- 
ware store of the future should be. 
It is light, cheerful, occupies an 
almost 100 per cent location and 
is departmentized with due respect 
to the buying habits of both men 
and women. 

J. A. Potter has been in the 


hardware business for approxi- 


mately 25 years and during that 
entire period has been constantly 
endeavoring to increase feminine 
business in his community. 
“Women influence fully ninety per 
cent of the average family’s pur- 
chases,” he says. “Why not then 
openly compete with the house- 
wares departments of the good 
department stores, the house fur- 
nishing stores and the specialty 
shops and give the women just the 
kind of a store that appeals to 
them. 

“Our new store has three sell- 
ing floors. That on the street level 
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offers a wide, unbroken display 
of glass, china, pottery, house- 
wares and cutlery. All of this is 
visible from the street. It was 
worked out with the intention of 
presenting an impressive array of 
fine merchandise, tastefully ar- 
ranged, that would instantly ap- 
peal to any woman from those of 
moderate income to the well-to-do. 

“The lower level is a real, mas- 
culine hardware store. It has no 
frills and is manned by men who 
know how to serve men and such 
women as may desire to purchase 
hardware, tools, paints. sporting 
goods or similar items. 

“At the present time, the third 
level is devoted to patio furniture. 
portable barbaques and _ other 
items essential to the comfort and 
entertainment of the almost con- 
stant outdoor home life enjoyed 
here in Southern California. 

“Specially trained sales people 
are assigned to each major depart- 
ment. If a customer is seeking in- 
formation on paints there is a 
man who knows the line to wait on 
him. If a customer wants some- 
thing in pottery or glassware, 
there are competent saleswomen 
who understand that merchandise 
to advise and assist them in mak- 
ing their selections. One cannot 
expect a man fresh from a screen 
wire cutting job to enter into an 
intelligent discussion on the rela- 
tive value of gifts for a coming 
bridge party to be given by local 
club women.” 
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The men’s hardware store on the lower floor as seen from the bath shop. 
Paints are at the right and hardware at the left while the center tables 
are given over to sporting goods, automobile supplies and garden supplies. 


In planning the new store it 
was decided to have the entrance 
at the extreme right. In the first 
place, having the entrance at one 
side presents a wide, unbroken 
window display. Customers enter- 
ing the store can go immediately 
to the department that interests 
them. Those interested in hard- 
ware and paints are not obliged 
to wend their way by tables of 
glass or china. This is especially 
important in the case of men cus- 
tomers who can make their unin- 
terrupted way to the stairs at the 
right of the door and descend to 
the hardware, paint and sporting 
goods departments. On the other 
hand, feminine patrons enter the 
store and see dozens of displays 





The glassware department with the housewares section in the rear to the 
right. Housewares shelving is 5 ft.. 8 in. high—everything’s within reach. 
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that instinctively appeal to them. 
The street level floor is essentially 
a women’s store. 

Women entering the store are 
faced by three open, pyramid dis- 
play tables on which are shown 
cast aluminum, glass cooking 
ware and enameled ware in the 
order named. Back of the enameled 
ware display is the writing desk 
and cash register and direct- 
ly back of that is the stairway 
to the mezzanine. At the left of 
these tables are displays of fast 
selling novelties which are changed 
every few days, silver, cutlery and 
brushes. At the extreme left is the 
china, glass and pottery section. 
Three open displays at the right 
are given over to glass towels, dry- 
ing cloths, hot pads, fancy moulds 
and small kitchen _ essentials. 
Ranged against the right hand 
wall are the displays of kitchen 
and aluminum ware. 

The mezzanine is spacious and 
houses patio furniture, chairs, sun 
umbrellas and a variety of out- 
door furniture and _ essentials. 
Windows of glass brick permit 
ample daylight to enter this floor 
while indirect lighting fixtures in 
addition to the usual fixtures, 
which are also found on the other 
floors, keep it well illuminated 
during the darker hours. 

The downstairs store is es. 
sentially masculine in _ nature. 
Entered by a stairway at the right 
of the store entrance it contains 
hardware, paints, sporting goods, 
heating essentials, fireplace _fix- 
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tures and a myriad of items de- 
signed for masculine use both in- 
doors and outdoors. 

The new store is near two large 
first-run motion picture theaters. 
one of which is used extensivels 
for previews. This being the case 
the entire 56-foot front and the in- 
terior as well are illuminated every 
night until after the theaters have 
been closed. Many sales have been 
traced directly to this evening il- 
lumination as the store is always 
an object of interest to passersby. 

Despite the keen competition in 
the neighborhood, the Potter 
Hardware Company carries only 
two grades of merchandise—the 
best in advertised lines and an oc- 
casional lower priced item of 
medium grade but proven quality. 

There are a number of angles 
to the firm’s policy that serve to 
attract and hold patrons. One of 
these is not to argue with custom- 
ers over questionable complaints. 
This may result in the firm being 
imposed upon to a certain extent 
but it is considered to be excep- 
tionally good advertising. 

One of the best good will 
builders is the free wrapping 
service on all merchandise _in- 
tended for gift purposes. This is 
a year ‘round service at Potter’s 
and it gets results. During the 
Christmas segson three girls are 


kept busy all day long in wrapping 
gifts in holiday fashion. “Of 
course it costs money for special 
gift boxes, paper, ribbon and the 
time consumed to do the job 
right,” says Mr. Potter, “but when 
we consider the amount of word. 
of-mouth advertising we derive 
from this service, we find it to be 
of tremendous value in building 
business.” 

There are many women’s organ 
izations in the community and an 
artistically wrapped door prize is 
at times donated by the firm for 
the larger club meetings or card 
parties. This is also considered 
good advertising as an announce- 
ment is always made by the pre- 
siding officer regarding the source 
of the gift. 

As the Potter Hard- 
ware Company carries 
complete equipment for 
the dinner table in- 
cluding china, glass- 
ware, pottery and sil- 
ver, table-setting con- 
tests sponsored among 
the high school home 
economic classes and 
women’s organizations 
have been found to be 
an excellent means of 
keeping the firm’s 
name before the pub- 
lic. 








Plan of Street Floor of Potter Hardware Company 
and Key to Floor Plan of Street Floor 


Al, 1, 2, 3 4, 5—Window displays 
and wall cases for china and glass, 
6, 7, 8, 9, 10, 11, 12, 13—Glassware, 
china and pottery. 

14—Fast selling novelties. 
15—Silver hollow ware 
16—Carving sets, kitchen cutlery. 
17—Silverware. 

18—Wrapping desk. 

19—Knives and small cutlery. 
20—Electrical table appliances. 
21—Cocktail and bar accessories 
22—Brass shop. 

23—Electric clocks, vacuum bottles. 
24—Brooms, mops, etc. 

25—Pocket knives, scissors. 

26, 27—Brushes. 

28—Cast aluminum 

29—Glass cooking ware. 
30—Enameled ware. 

31—Cash register. 

32—Customer’s writing desk. 
33—Wire goods, strainers, etc. 
34—Aluminum ware. 

35—Towels, cloths, pads. 

36—Fancy moulds. 
37—Miscellaneous table. 
38—Kitchen and aluminum ware. 
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“It would be a smart thing for 
a good many old established busi- 
nesses to hire a smart young fellow 
who knows the hardware business 
from the modern angle, just to 
furnish new ideas to them,” says 
Mr. Potter. “Many of these young 
men know what appeals to the 
great buying public and it is far 
easier to sell what people want to 
buy than what you want to sell.” 

A duplicate of this store has 
been built in Palm Springs, the 
world famous resort in Southern 
California. Many of the patrons of 
the Westwood Village store spend 
the winter at Palm Springs and 
this complete branch store not 
only makes shopping easier for 
them but serves to keep the parent 
organization in their minds at all 
times. 
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‘It occasionally takes a close call 
to make us fully realize that fre- 


quently the big failures are due to 
an accumulation of little things.” 


OST pitiful among the 
M. hardware dealers who go 

broke are those who al- 
most succeed. Frequently such 
men have more ability than others 
who get through just “by the skin 
of their teeth.” In baseball par- 
lance “the breaks of the game” 
not infrequently determine whose 
stores shall be closed this year. 
Any business that continues to 
stagger about in the danger zone 
stands better than an average 
chance of failure. 

There may be little difference 
between an anemic success and a 
bare failure but when men realize 
that, faint as may be the line of 
demarcation, it represents an- 
other chance, most of them grasp 
it eagerly. Realization of the in- 
finite dimensions of the gulf 
which separates those who almost 
died from those who almost lived 
seems, sometimes, to evoke activi- 
ties which friendly warnings fail 
to arouse. It occasionally takes a 
close call to make us realize that 
frequently big failures are due to 
an accumulation of little things. 
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Recently I met a_ traveling 
salesman whose health insurance 
had been cancelled. Two minor ill- 
nesses had indicated that more 
serious complications might be 
expected and the insurance com- 
pany, after paying benefits for a 
brief warning illness, took advan- 
tage of one of those clauses, which 
so few insured salesmen note, and 
ducked to cover. A couple of 
months later the salesman went 
into a hospital for an operation. 
There he stayed for two expensive 
months and it probably will be 
several additional months before 
he is fit for business. All the years 
he had carried that health policy 
counted for little when the insur- 
ance company’s doctors laid un- 





“Foreclosure is a harsh but 
exceedingly able educator.” 


erring fingers on what indicated 
big trouble ahead. I mention this 
because bankers seem to have 
similar protective policies which 
work hardships on many men 
whose stores falter in that “no 
man’s land” of small losses or 
faint profits. 

In the good old days before 
politicians taught us to call panics 
depressions, and named them after 
succeeding presidents, the real 
estate men sold us on the big idea 
that mortgages were badges of 
merit designating the business 
ability of those whose property 
was so plastered. They said, and 
a gullible public believed, that 
mortgages made property more 
readily salable. We were living 
in an era of vast speculation and 
the realtors got away with it. Only 
a few very old fashioned people 
owned property which was not 
mortgaged. 

Foreclosure is a harsh but ex- 
ceedingly able educator. When 
those who held mortgages first 
evoked legal procedure to pro- 
tect their investments we were 
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aghast at such Shylock activity. 
For a time even the Government, 
declaring a brief holiday from 
law, forbade foreclosures but our 
attitude towards those who in- 
sisted on their rights somewhat 
softened when huge blocks of im- 
proved real estate came tumbling 
on the market for taxes. Briefly, 
that is how the banks came into 
ownership of so much _ business 
property. The bankers fit into this 
story only because their top heavy 
real estate holdings forced them to 
pick their tenants much more care- 


fully than did the individual 
owners from whom most hard- 
ware dealers originally rented 


their buildings. 


So, the merchant who is just a 
trifle in the red or just a little in 
the black becomes, under banker 
scrutiny, a tenant of somewhat 
speculative value. Along comes a 
chain store or a strongly financed 
oil company looking for a good 
location. They offer, for a long 
term lease, prices which will im- 
mediately take that particular 
property out of the questionable 
investment class and, of course, 
one of them gets it. The dealer 
who suffers, through such a trans- 
action, looks back over the years, 
during which he has always paid 
his rent promptly, and feels he 
has been treated unfairly. He com- 
pletely misses or at least mini- 
mizes the importance of the fact 
that his annual inventory—like 
the salesman’s warning illness— 
has certainly indicated the possi- 
bility if not the probability, of 
worse things to come. 

Frequently the banker, as a 
business doctor, might have laid 


his fingers on a strong pulse had 
the merchant acknowledged the 
seriousness of his position and 
mended his fences. A business 
that just makes the grade is like 
a tire with a slow leak—10 miles 
from a repair shop it needs pump- 
ing more than it needs a patch or 
a new tube. 

Sweeping changes in such a 
store are not always essential. 
There are usually so many suc- 
cessful departments in __ stores 
wavering between profit and loss 
that sweeping changes might be 
foolish. What most of them need 
is intelligent attention to minor 
leaks. Not all losses may be 
stopped by plugging leaks. A re- 
tail store is somewhat like a heat- 
ing plant—a chimney is essential 
but so is fresh air. Most sick 
stores need more draft—too many 
get a turned damper. Most of the 








“The banker as a business 
doctor might have laid his 
fingers on a strong pulse.” 


convalescent stores that do regain 
their health do so because new 
business is developed. Reducing 
expenses, if it isn’t overdone, is an 
admirable defensive activity. Fear 
inspired expense cuts generally go 
too far. Massed expense cuts us- 
ually impart the jitters to clerks 





subject. 





EDITOR’S NOTE: Several hundred wholesale hardware salesmen, 
picked at random from the more than 3000 who are regular readers 
of HARDWARE AGE, were invited to answer the question, “Why do 
retail hardware stores fail?” Their answers, based on their own 
first-hand experiences, are highly informative, interesting and a use- 
ful contribution to the study of hardware distribution problems and 
offer, in part, a solution to one serious phase of the failure question. 
The fairly uniform opinion of these traveling men merits earnest con- 
sideration from all dealers, and emphasizes again not only their 
dependability, but their interest and cooperation in behalf of suc- 
cessful retail customers. The answers from these salesmen have 
been given to Roy F. Soule, who has been assigned to write sev- 
eral articles based on these salesmen’s opinions. This he is doing 
in his own inimitable style. This is Mr. Soule’s third article on the 
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who are more in need of an in- 
jection of courage. 

On the other hand campaigns 
for new business impart courage 
to retail salesmen. Occasionally 
the efforts of danger zone stores 
are innovations of magnitude but 
the average distressed business 





“Beware of fear-inspired cuts, 
they usually go too far.” 


does not emerge from its rut in 
a burst of glory. It digs out by 
doing well a number of small but 
obviously constructive things each 
of which brings in a few addi- 
tional dollars. Collectively these 
small things work wonders in 
stores needing just a little greater 
earnings to make them winners. 

Among the fresh dollar intakes, 
to be considered by such stores, 
are items for rent. In every com- 
munity there are trustworthy 
people, with cash, who have tem- 
porary needs for certain items 
which they cannot afford or for 
other good reasons will not buy. 
This opens a new field for profits 
so why not take a lesson from the 
banker who eagerly rents property 
he cannot sell. 

To the dealer who needs the 
encouragement of precedent to 
back such a venture there is the 
old, old’ story of jack screws and 
guns. Hardware stores have been 
renting them profitably since the 
days when bustle meant only a bit 
of feminine wearing apparel. 

I have known of a set of twelve 
jack screws paying, out of a single 
year’s rental, their entire cost. 
Guns have turned that same trick 
many times. 

Hard times cause many people 
to borrow articles they ordinarily 
would buy. Perhaps you lend 
wrenches? “A surprising number 
of people who have pumps do not 
possess pipe wrenches. A pair of 
18 in. wrenches rent readily for 
a dime a day—chicken feed? 
Sure, but every little bit helps 
when a business is missing black 
ink by an eyelash. Ice cream 
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freezers, dishes and folding chairs 
are being rented. Tents, trailers 
and camp cots collect a lot of stray 
dollars for dealers who make such 
merchandise work. 

Binoculars, typewriters, cam- 
eras, crutches and wheel chairs are 
a bit out of your line but if the job 
of renting them isn’t being well 
done locally they present an op- 





“Hard times cause many people to 


borrow articles they 
would buy.” 


ordinarily 


portunity. Vacuum cleaners and 
floor sanding machines are excep- 
tional renters. 

I ran across two new renting 
items recently. One was a garden 
barrow and the other a broadaxe. 
The barrow was two years old and 
had earned over $4.00. The 
broadaxe was an innovation that 
had found its way into the rent 
department because its owner's 
store was located in a backwoods 
country where many folks hew 
their floor sills from green timber. 
The price of a broadaxe prohibi- 
ted its purchase by hard up cus- 
tomers who had use for such a 
tool only when building a barn or 
a cabin. This merchant’s custo- 
mers are paying 25 cents a day or 
75 cents a week to rent the big 
axe. 

Most hardware stores sell paint. 
Many sell step-ladders. A few sell 
extension ladders. Every store 
selling paint should seriously con- 
sider the renting possibilities of 
such ladders. More people would 
paint their own buildings, using 
ready mixed paints, if your yental 
department solved the ladder prob- 
lem. It’s a business-building ser- 
vice that pays two ways. 

Quite a number of dealers rent 
paint spraying machines; 
sionally they supply the labor to 
operate them. 

The modern chimney sweep no 
longer yodels his way beneath a 
dunce’s pointed cap—dressed in a 
business suit he solicits orders at 


occa- 
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the front door. His equipment 
includes an engine and _ suction 
apparatus on a small truck. With 
such an outfit he can thoroughly 
clean more chimneys in one day 
than could his musical prede- 
cessor in a_ week. 

The dealer who lives in a dis- 
trict where chimney fires still 
spread their annual alarm might 
find such a service considerable 
help in digging up badly needed 
additional income. 

I once asked a merchant, who 
rented many articles, if that sort 
of business didn’t create a fright- 
ful amount of second hand goods. 
“Sure,” he replied, “and often they 
get second hand enough to sell.” 

There are still many struggling 
hardware dealers who, unfortu- 
nately, feel that renting merchan- 
dise lowers their dignity. Others 
are convinced that it lowers the 
cost of doing business. Take a 
look at the village show places 
with tourist signs on the front 
lawns and then look seriously into 
this business of renting. 

In looking for little things which 
unite to feather-push a fellow into 
red ink, a lot of dealers have found 
their hobby to blame. I don’t 
mean the hobby of their ‘recrea- 
tional hours. Nor do I have in 
mind pet departments in the store. 
More than one good man has lost 
plenty because he was a radio en- 
thusiast who let his love of voices 
on the air induce him to put more 
money and effort into that depart- 
ment than the sales ever warran- 
ted. 

In the old days there were in- 
numerable hunters and fishermen 
among hardware dealers. These 
boys had gun cases that extended 
half the length of their store and 
took pride in the fact that they 
had complete stocks of ammuni- 
tion. I know. I was one of them. 
But looking back over the trail I 
can clearly see where my hobby 
ran me ragged. 

Probably you know fellows who 
have tried to sell golf equipment 
in their stores--made a modest 
go of it and then plunged. I have 
known chicken fanciers to load up 
with incubators; men who knew 
how to read plans to go wild on 
builders’ hardware; I once ex- 
amined a bankrupt hardware stock 
where over three-dozen bird cages 





bore mute evidence of the former 


owner’s love of canaries. Those 
cages were one of the little things 
that helped hand the sheriff the 
keys. It was a $10,000 stock. 

Incidents like these do not con- 
demn such fine merchandise as 
chicken supplies, guns, builders’ 
hardware, bird cages, etc. They 
merely suggest, rather forcefully, 
the advisability of every dealer 
checking up on the lines he likes 
most to buy and sell. Pocket 
knives used to be a common weak 
spot. We old timers can honestly 
tell of many $10,000 stocks that 
used to sport from $200 to $400 
worth of pocket cutlery. Of course 
we have become a pen knife 
people and the big stocks of as- 
sorted pen knives have pretty well 
disappeared but the germs that 
caused dealers to over buy are still 
floating around. Dealers who are 
just keeping out of the red can’t 
afford to monkey, for more than 
one season, with any line that 
doesn’t pay. 

A lot of the boys in “no man’s 
land” are trying to compete with 
the “5 and 10” on cheap hardware 
and from a standpoint of equip- 
ment and display they are doing 
a fine job. Frequently such de- 
partments are a fizzle merely be- 
cause the “5 and 10” employ 
low-priced girls while the hard- 
ware dealers expects such sales to 
be handled by trained hardware 
salesman whose wages are much 
higher. No dice. The chain “5S 


and 10’s” get a big laugh out of it. 






2- ~AFTER ALL IVE DONE FOR YOU 
*” —YOU'VE SURE DONE FOR ME 


“These cages were one of the things 
that handed the sheriff the keys” 


It's one of the little things that 
kick the crutches from under limp- 
ing hardware stores. 

Too many stores have slipped 
into the red because their owners 
have sweat blood over big things 
that might have been cured by 
more attention to the little things. 
So often the cause is gummed 
initiative. 
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the store. 





This window display helped move the odds and ends out of 
The small figures appeared on the announcement. 





“Disgusted Sale Gets Results 


DDS and ends accumulate 
() in a hardware store. There’s 
always some discontinued 
pattern, some edd-sized item, some 
slightly soiled merchandise tucked 
away somewhere. They can be 
found in the basement, on the 
shelves and in various parts of the 
store. And the problem of getting 
rid of them is a real problem 
with the average hardware dealer. 
The Brown-Lynch-Scott Co. store 
at Sterling, Ill., was confronted 
with this problem and solved it 
by holding a “Disgusted Sale.” 
Sumner Perry, manager of the 
store, announced the sale with a 
unique type of folder and also 
featured it with a double window 
display. The result was that the 
odds and ends moved out from 
their hiding places and into the 
homes of customers. 

The Brown-Lynch-Scott Co. op- 
erates 10 stores in western Illinois 
and eastern Iowa, seven of the 
number being in Illinois. No in- 
formation has been received as to 
whether or not the idea was car- 
ried out in the other stores, but, if 
not, the Sterling store has cer- 
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Sterling, Ill., store of Brown-Lynch 
Scott Co., clears out odds and ends 
by means of a unique sale which 
was announced in an unusual manner 


tainly established an_ excellent 
precedent. 

The sale was announced by 
means of a one-sheet folder, 1514 
by 1014 in. in size, which was 
folded twice. When folded, the 
cover bore an illustration of a tall, 
thin man and the words “To make 
a long.” Opening it to the first 
fold one saw a picture of a short 
man and the words “Story short 
I’m Disgusted.” On opening the 
final fold the reader caught the 
entire story at a glance. 


Here’s the Announcement 


Across the entire width of the 
page ran the announcement “Dis- 
gusted Sale” in letters 21% in. 
high. At the left was a picture 
of Mr. Perry and across from 
the picture the following an- 
nouncement: 

“I’m plenty disgusted! Just 
took a look around the store, and 


boy, what a lot of odds and ends 
| discovered. You can’t imagine 
it! A lot of things that have been 
in this store ever since... I 
don’t Know how long. Well, | 
dug out merchandise that had 
been stuck away in corners, hid 
in the attic, down in the basement, 
out in the back room . . . whew! 
Oh, it’s good usable merchandise, 
but my goodness! I’m tired look- 
ing at it. Discontinued, shop- 
worn, slightly soiled, odd-sized 

. you know the things that ac- 
cumulate .. . or do you? 

* ‘Boys,’ I said, calling all the 
clerks around me, ‘I’m plumb 
disgusted! Here this good first- 
class merchandise has been clut- 
tering up our nice store for, lo, 
these many moons. Now we've 
got to sell it. I want you fellows 
to shut your eyes and pin price 
tags on these items that will make 
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“Boys”, 





gains, and 


phe Fe ‘oo that will make an ordinary bargain sale 


just look over the 150 I’ve listed here and 





“Perry 
, 


HOUSEHOLD ITEMS. 


Several 16 and 18 inch Eelip: 


RADIOS..- 





, ease tube rad mre 
4 ow reen or black, only 
ra o ooo Reguiar 819.98 8-tube Ce onsole 
od me and stands were ¥oc to $1.¥8/ and look at this price! 


msiNyy 


ty disgusted! Just took a good look around 
I discovered. You can’t imagine it! A lot of things that have been in this store ever 
. | don’t know how long. Well, | dug out merchandise that had been stuck away 
oe down in the basement, out in the back room . . . whew! Oh, 
i merchandise, but my goodness! I’m tired looking at it . . . 


$49! Say, we sure made 
CO" | epee 
25) cere are just a few 





the store, and boy, what a lot of Odds 


Discontinued, 
. you know the things that accumulate -- or do you? 


I said, calling all the clerks around me, “I’m Here this 
first- class merchandise has been cluttering u Og sms 
we've GOT to sell it. oe 


our nice store for lo these many moons. 
tht your pe and pin rice tgs on thes item 
tea party . . get going!” 


Rel en ee ee bs te did. Man! How they slashed prices 


don’t forget that there are 1350 more brand on 


first class items that are priced at such ridiculous low figures I haven't the courage to list them. 


Sumner Perry, Mgr. 


TOOLS & MISC..- 

leaning in eute My, my! We've got so many thi = 

on the Gr: 1 don’t kno 

te Ma: hese few will give on 
. of wi oan expect 


AUTO ACCESSOKIES.-- 
Nearly 160 close-out seme 


Regu: toc transmisswo lining 


now - we a ~~ $42.95 boar oy RCA 716" tur Model T Fords 13¢/75¢ package of boite ale 
$0050 ¥1 p= ea DeLuxe Mode 3" » Radio, only ide Pad-¥-Wax Polisher, now only . 3¢/| ise Hack saw with blade } 17 
48 Vacuum Sweepers, with light wos é-tube’ Phileo Auto 95! 5c Tube shelise, at ee » only ¢ 
$4.50 Wood Tub Eskimo 3-at Radio, while they last, only OS | oe es ae os 
wee Pint U. E. Rug Caner & brush Sie | (ear — were 61.29 27¢ $3.25 Cross Cut Saws, at only $1.89 
soe Cream Fr . iy uw GLASSWARE... how un sale tor only Ti Mole Traps, only ate 
loc Clothes line (40 ft. bre Te | #1.4¥ Aw Cooled peat Fads f ibe Pound LePages Waterproof 
Zoc Two section ise you imagine regular 1c tumblers] 41 20 Morn Wheel King, easy o a ae 
ey Splint Clothes 21¢| .elinn ~ ‘ot $ ov be or 2 for ite tambie put om, take ‘om fer Sie - he ae for only 
ove therm-Mo-r tee st only 3 for Se phe phere Tacks, “Mond | of Springs 2Te 
Kimberxork When you see the big rtment of | sue Simons Dress F~ tse Seige for Keg, only 
nm have ‘em while t umbiers, glass be a, water sets, ice Metal Yolies- full vin only —-23e| ie Cabinet door hardware set, for 2 
lve Bottle Opener or 3¢ | cox sete, Pyrex ware, ete and read the | Sve Can Tri-Clene upbolst 92.16 12-ft., 3-section tree trimmers $1.19 
leaner k 





ve put on them you'll realise 





ibe Shopping Basket, for I7e| hat we are plenty disgusted 

she Laquet x ile 

Genuine Scott Toilet Tissue, POTS & PANS..- 

a te fae, 394, now 6 sng Me for eee) Yuu know that bri wht colored Fiesta | 
Gc Room Honsathere, > ~_¥ Jie) *#re that is so popular’ It is 

iGe Glase Knob push pins, phy Se| ‘© be rather expansive 


Shc Seissore she: 7e| 7OU nee the diagesti ingly low prices we 
te * are o 
iG Fly Ded Powder, at only That il-piece Fiesta Kitchen set was 
ite Tanglefoot rly Paper Se| 4 bargain at $449 but it will cost you 
Be| only $2.98 if you hurry 
And we have sauc 
ate Sots ts, —_ be 
. 








cups, atraimers, ete. Remember | was! ome 
dingusted when | priced these DISHES..- 
a CLOTHING-- one of these Gaheo have been dropped | 20 


We've got to clean up these odd and in perfect condition But we 
ends of clothing—if you come quick| must reduce our vtech now at almost 
ou'll find ote of others beside these few: | Four Own pric 
220 wt. overails, Ofe value for 4% Dish bowls, casseroles, bakers, 
Green Covert Pants  49¢| platters, plates, sugar 

‘em now 58] cereals, oe. and whet have you 
Shirts and Shorts, each only ue Oh, ot a beautiful open 
{9c narrow sport suspenders, tock ?~ at ‘shout % 
4% Dusty Tone Leather Bela ie Vitrom plates, ont 


” 19): Viires ‘Cope t for aly 


Vitron Saucers, 2 for be 


ELECTRICAL eons 
@ good elec! 


you can tal it for 





off regular price 
Ps 





You've always wanted 
luck and now 
hal 


h toasters, 





but wait | joints, Tre Aire Horns, spoke brushes, 


© pans double boilers hens *oxtords 


|shoes which formerly sold as 88) Also ha 
| $4.79 now selling at a top price only | st uniy $1.68; © $1.59 one for only ¥%e 





prices:—“4-pts., 18; ‘ 
\- plats, ‘at only Te; and quarte ‘78e ibe Bellybend,” ri only 
nd @ 


on sale toaly die Steel Rake, at only Ie 

13¢ de Claw Hoe, for Ite 

24.96 Garden Plow, now only new 

39¢ #465 arden Plow at only $379 

Also ornaments, fender guides, univer- wo Refrigerator Light with batteries é7¢ 

Se Closet Light with betteries, at ale 

wiper blades, and lots of others, come int! sic reoy Clinthx Stele 4c 
you can buy ‘em now for only 

SHOES & OXFORDS.-- 7e 410-geuge Climax Shells, for I 

Pe of broken SS both work | ssc Cartridges (Automatic & W K F) 23¢ 

FNC, el cn how na | zie Winchester Gun Cleaner, only Te 

A few|i0c 12-gauge Cleaning Swab, only 3 

ie shoes as low as S8e. Men's work) i0c Utility Twine, 4-1, for only Se 

ve a wee Bicycle Speedometer 


FARM SUPPLIES. 


We have nearly 200 farm stems ©: 
for the enbesd of price — T5¢| ihe Dingusted list. The few camgice 


a look at thi e bow 
i Mer ine Suienie Whitc chee — wal give you an idea of the | 
, for only a 
lar 23¢ Whittemore White foe puingietress a . 
cleaner, at only 18¢ | $2.00 Seeder Sproket Wheel, A 5Te 
26e Drill Cover Chain, at only % 


“* | $1.85 Corn Fieser Runners, pair 57 
of genuine | 40c a Singletrees only Ite 
mel that is going | 66< wener Bars, at only 27¢ 
to go fast. Look these res over: ere bh on Eveners, sale price . $3.79 


* 23e; 4-pts., 3c; pints, 67e| ¥8e wa, for only Ste 
ie ote Fall aware for only Phe | 10 |= Halter Thimble and Eyes ms 
jour 


hour enamel is being| $1.50 Lone Star Hames, only e 
here's our lese-than-cost | #0c Roller Buckles, “dosen te 
ing for Bolt Hame —_3¢ 

3% 


OC! present | ai big list of int hes, wall | $2.00 Back Pads, for oni; Ste 
4 VEL IPEDES.. paper pa. A, tof aint fi wheels and| 85 Deer Fur Neck Pads, only Me 
Old Sante will do w diegueted with some slow salling miscellaneous _— ite Rivet Nail t pound, only Te 
i upplies, too, and whacked Me i Wool, 10c Repair Buckles, 4 for 
” so much they can't toot | $3.25 Devoe White ei. Fs Ds, at sas £6.96 now for only $4.79 
‘ome in sand see them and then hang B8Devoe White Lead, 50 | $7.95 Incubator, selling now f 























Bfc ) aanen Lynch Scott 





50. Bs. 
12.50 Devoe White Lead, 100-Ibs. $8.75| $1.50 Poultry Litter, only 





Nearly 
1500 to 
close out 




















When the folder was opened this is what the readers saw, 


Reasons were 


given for the sale and the merchandise to be sold was listed in detail. 


an ordinary bargain sale look like 
an afternoon tea party gel 
going!’ 
“Well, 
that’s just what they did. Man! 
How they slashed prices . just 
look over the 150 I’ve listed here 


brothers and _ sisters. 


and don’t forget that there are 
1350 more brand new, first class 


items that are priced at such ridic- 
ulous low figures I haven't the 


courage to list them.’ 


The merchandise listed was 
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classified under various headings 
such as household items, auto ac- 
cessories, farm supplies, ete. 
There were nearly 200 farm items 
on the “Disgusted” list, 150 items 
in the auto accessories field and 
many others too numerous to men- 
tion. 
Everybody 
one of these announcements with 
the result that interest in the com- 
ing sale was stimulated to a de- 
Everyone had heard 


in Sterling received 


cided degree. 





of sales of various kinds but it is 
safe to wager that none of them 
had ever heard of a “disgusted 
sale.” Those 21% in. letters at the 
top of the page caught the eye 
and made everyone want to read 
what followed. 


The Window Display 
The double window display fea- 


tured some of the most important 
bargains and carried a double 
streamer announcing the name 0: 
the sale in each window. Inciden- 
tally, they were mighty attractive 
displays. 

So much for the way in which 
the purpose of the sale and the 
in which it was announced. 


way 
The next question is—what were 
the results? Mr. Perry has this 


to say on the subject: 


Results of the Sale 


‘The sale produced very satis- 


factory results. It enabled us to 
clean out a lot of merchandise 


that had been lying around dor- 
mant for a long time. There has 
also been a considerable lot of 
merchandise that we have found 
in our stock room that, for one 
reason or another, was not in first 
class condition and had been set 
aside as unsalable. We have taken 
this out, put it on our bargain 
tables and have found, rather to 
our surprise, that we disposed of 
the items in most cases. 

“The name of the sale caused 
considerable comment which has 
been very pleasing to us as it 
showed the interest on the part of 
the public in the sale. 

“An interesting sidelight on the 
sale was reported by one of our 
salesmen. One evening after the 
store had closed, he was on a bus 
going to a nearby town. As it 
passed the store he noticed a sud- 
den interest on the part of a pas- 
senger seated near him. He fell 
into conversation with him and 
learned, after giving him the de- 
tails of the plan, that he was en- 
thusiastic over the idea and that 
he intended to carry out the same 
plan in a number of hardware 
stores he operated in Pennsyl- 
vania.” 
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HARDWARE 
ge MEN'S HOBBIES 


“All work and no play makes Jack a dull Boy” 
































































George E. Hall and Joseph C. Cul- 
ver Hall Hardware Co., Minneapolis, 
Minn., dealer owned wholesale hard- 
ware house, are veteran wholesale 
hardwaremen and real old hands at 
duck hunting. That the ducks 
haven't a chance when these two 
hunters get together is shown in this 
picture of their “bag” during a re- 
cent duck hunt. Mr. Hall, who stands 
to the left in the picture, has two 
hobbies hunting and his summer 
home at Indian Point Lodge on Dead 
Lake, Minn. 





William Heubach, Heubach Hard- 
ware Co., 3727 Harrison Ave., Chev- 
iot, Ohio, is a gardening enthusiast. 
Armed with pruning shears and an 
insecticide gun he is a menace to 
anything which might endanger his 
flowers and shrubbery. His motto is, 
“No aim too high, no job too lowly” 
and his constant care of his yard 
and garden result in their being a 
lovely sight at all times. 


In spite of a very active , 
business life R. A. Green, 
Green Hardware & Paint 
Co., Denver, Colo., is a 
home movie fan and an 
aviation enthusiast. Each 
year Mr. Green packs up 
his valuable motion picture 
equipment, and takes a 
month off to take pictures 
of some of the scenic won- 
ders of the west. He often 
takes 600 feet of first class 
movies at one filming. Last 
year he visited the south- 
west with his camera. His 
color pictures are a source 
of never-failing entertain- 
ment to fellow hardware- 
men, who are always in- 
vited to review his most re- 
cent “takes.” Here he is 
with his projector in the 
“Green Home Theatre.” 

















HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. * 
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Uses Factory Methods in OR 











Edward Martin at his desk. The book 
case contains catalogs within easy 
reach. Note “Lion” magazine of 
which organization Mr. Martin is an 
active master key member. 


Edward Martin of Detroit has added 
a new angle to repair work. Although 
his type of shop is best adapted to 
a large city, repair work could be 
profitably departmentized by hard- 
ware stores in smaller localities 


The store front, service cars and per- 
sonnel. The office is on the second 
floor behind the four windows at left. 


ACK in 1924 Edward Mar- 
B tin started a repair busi- 
ness in Detroit in which 
he applied factory methods to the 
repairing of various items of the 
everyday type, the majority of 
which are to be found in the stock 
of hardware stores. Today “Ed’s 
Shop,” as it is known, is located 
at 7360 14th Ave., Detroit, oc- 
cupies 4000 sq. ft. of floor space, 
has 12 employees, maintains six 
equipped service cars and handles, 
on an average of 100 inside and 
outside jobs a day. 

Ed’s Shop service cars carry 
the word “locksmiths” in large 
letters but the shop does much 
more than that. Master keying is 
a specialty; door closers are re- 
paired and installed; lathe work 
and acetylene welding is done; 
burglar-proof locks are installed; 
guns are repaired; lawn mowers 
are sharpened and repaired, and 
saws are filed and set. These are 
just some of the types of work in 
which this shop specializes. 

A business of this type, devoted 
entirely to repair work, is essen- 
tially a big city business. Repair 
work must be done, however, and 
in smaller communities work of 
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The door check repair bench. Tools and sink are in the background with 
parts under the bench. At the left is the general work bench equipped 
with acetylene welding torch, buffer, vise and the other essential tools. 
It's a compact department that contains everything that is needed. 


this kind can easily be depart- 
mentized by some going firm. And 
the retail hardware store is the 
logical type of store in which a 
department of this kind could be 
profitably installed. 

This is what Mr. Martin has to 
say regarding his business and its 
methods: 

“The present business was 
started in 1924 with the thought 
in mind of giving factories, real 
estate companies, apartments and 
home owners the advantage of fac- 
tory methods in the repairing of 
small, everyday items. After hav- 
ing had some minor repair jobs 
done at shops in Detroit and hav- 
ing received very little courtesy 
and less mechanical skill, I, as a 
tool maker, believed that a suc- 
cessful business could be built up 
if attention was given to each job 
regardless of its size or impor- 
tance. 

“When a new man comes to us 
to work, we tell him to consider 
this shop as a factory, not a place 
in which to get a temporary re- 
pair. In other words, he should 
not do a bailing wire job but 
should always make every item as 
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good or even better than it was 
originally. 

“When a mechanic is satisfac- 
tory to us he practically has a job 
for life. For example: Victor 
Todor has been with this shop for 
13 years, George Wishart for nine 








Repairing Everyday Items 


years, Julia Weaver, bookkeeper, 
nine years, and all other em- 
ployees for two years or over. 

“| frequently hold clinics or 
give talks to property management 
and real estate organizations. In 
some cases there have been over 
100 in attendance. The object of 
these talks is to familiarize those 
interested in lock work with the 
various types of locks, door 
checks and so forth and to uni- 
versalize the various names in 
general use. 

“TY usually take along from 15 
to 20 samples of hardware and a 
blackboard. I sketch a door and 
casing, then show how to deter- 
mine the hand of the door and 
show a rabbetted jamb and one 
with a stop strip. I explain that 
an electric opener is not a buzzer, 
a clicker or stopper and clarify 
many conditions where confusion 
exsts. This helps me materially, 
inasmuch as when these men issue 
a work order they can couch it in 
understandable terms. They also 
become familiar with items which 
they might otherwise never know 
existed. 


Soman | 
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The key and lock service counter. In the background is the keyboard 17-ft. 
long while underneath is a section of the cabinet with 560 drawers for 
reserve key blank stock. Lawn mower wheels are on the wall in background. 
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“As our job is primarily one of 
repair and replacement, we carry 
a complete stock of most of the 
popular makes of locks, parts for 
door checks and locks and prac- 
tically every make of key and 
cylinder in existence. 

“Lawn mower sharpening and 
repairing is also a big item with 
us. We service approximately 
3500 lawn mowers a season and 
again our factory methods work 
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Right—General view of shop look- 
ing away from door check depart- 
ment. Drill press at leit, power 
grinder in center, combination bench 
and blacksmith anvil at right with 
band saw at the rear. 


We take all play 
out of the bearings, replace all 
worn parts, clean them and then 
grind them in a special machine. 
We are completely equipped to do 
welding, lawn mower sharpening, 
lathe work, grinding, drill press 
work and so forth, as it applies to 
our type of repairing. 


to advantage. 


No Unnecessary Steps 


“Each department is designed 
and located so as to eliminate all 
unnecessary steps and movements. 
Our door check department, for 
example, consists of a work bench 
and a large vise, especially deep 
in order to permit a perfect grip 
even on extra large checks. At one 
end of the bench is a sink with 
running water for thoroughly 
flushing door checks. There is also 
a three-speed hot plate for heat- 
ing water, as some checks, after a 
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long period of time, need hot 
water to dissolve the residue. Back 
of the bench on a plywood panel is 
a complete set of tools for taking 
down and assembling checks. 
More door checks are ruined by 
the use of makeshift tools and im- 
proper liquid than by any other 
cause. A complete parts cabinet 
is in the immediate vicinity. This 
department is for the repairs of 
door checks only and eliminates 
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the necessity of looking under a 
conglomeration of lawn mowers 
and locks to find the door check 
parts. I might also add that when 
a check is taken apart all parts are 
put in a box and kept together 
thus eliminating the possibility of 
a mix-up when another job is in 
progress. 

“Ed’s Shop is said to be the 
biggest and best equipped of its 
kind in the country. We have 12 
employees including two girls in 
the office. Six equipped service 
cars permit us to guarantee an 





hour’s service to any part of De- 
troit or its environs including 
Redford, Dearborn, Grosse Pointe, 


Royal Oak, Birmingham and 
Pontiac, an approximate area 36 
miles long and 20 miles wide. This 
is made possible first by having 
a volume of business permitting 
us to allot each man a district and 
having them ’phone the office at 
regular intervals for additional 
work and by keeping a mechanic 
and service car in the shop for 
emergency calls at all times. 


Business Has Grown 


“In the last few years, our busi- 
ness has grown to such an extent 
that it necessitated buying the 
building in which we are now 
located and remodeling to suit 
our requirements. We now have 
approximately 4000 sq. ft. of floor 
space with four telephones. You 
can understand this when I say 
that we average over 30 outside 


Left—New lawn mowers and display 
case with the door check and lock 
stock in the background. The door 
checks are kept on the top shelf. 





jobs and 70 shop jobs a day. Most 
of our work is from customers of 
long standing including individ- 
uals, real estate, insurance and 
property management companies, 
although much of it comes from 
customers who tell others and 
quite a volume of new work comes 
from advertising. I consider ad- 
vertising a very necessary item as 
we tell our story before 
people can know about us. Then 
we must do satisfactory work in 
order to keep them returning 
to us.” 


must 
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Radio Program 


One store put on a weekly radio 
program entitled “Local Heroes,” 
and invited the listening public to 
submit tips on people who had 
performed heroic deeds in the 
I'VE MADE HONEST 
TAX RETURNS AND 
AM SOLVENT-—(F 


THAT AINT BEING 
AHERO,WHAT 15? 








neighborhood, prizes being award- 
ed for each suggestion accepted. 
This program aroused much in- 
terest, with all local heroes of past 
and present getting their due, and 
with community loyalty rising to 
new heights. Many people drop- 
ped into the store just to tell the 
merchant they appreciated what he 
was doing for the community 
through such a localized radio pro- 
gram. 
* * * 


Rain Checks 


The merchant who advertises 
specials, and then runs out of them 
on sales day, often incurs more ill 
will than profit by such a stunt, for 
people often become peeved when 
they cannot get the specials adver- 
tised at a certain price. To over- 
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Others have used them to advantage 





Why not try them in your own store ? 


come this prejudice, an Eastern 
retailer offers to give each disap- 
pointed customer a “rain check” 
which entitles him to one number 
of this special merchandise at the 
advertised price when the merchant 
obtains replacement stock. 


* * * 


“Mighty Lak A Rose” 


To build good will among house- 
wives and to secure a needed mail- 
ing list, a Wisconsin merchant of- 
fered to give a fine rose to every 
woman who entered his store on a 
certain day and signed a “Rose 
Book,” listing her name and ad- 
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dress. No purchases were required. 
The stunt was a success, and the 
merchant gave away more than 500 


roses. Sales also went up. 
* + * 
From the Air 
A Middle Western merchant 


hired an airplane pilot to drop 
1000 balloons containing the store 


name from the sky and offered 
goods to ten people who brought 
the balloons back to the store from 
the farthest distance. While in 


the sky, the airplane flaunted a 
banner on its side carrying the 





name of the store. The stunt was 
a huge success and created a great 
deal of attention. Balloons were 
brought in from a distance of 30 
miles. 


*% * * 


Free Movies 


One Middle Western merchants’ 
association offers free movies to 
the wives and children of farmers 
on the town’s monthly Farmers 
Day, when farmers bring their 
cattle, hogs, poultry, etc., to a local 
open market, seeking buyers. These 
merchants know that farm women 
and children will spend money in 
local stores after the show, and the 
free movie is often the deciding 
factor which brings them to town 
when the father comes. To obtain 
tickets to the free movie, farm 
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families must go to a store where 
they are known. Here tickets are 
given them free of charge. No 
purchases are required. 


* * * 


Farm Exposition 


Each fall, hardware and other 
dealers in a certain Wisconsin city 
stage a farm exposition, with each 
participating store putting on dis- 
play some class of farm products 
brought in by farmers, and offer- 
ing three prizes $3.00, $2.00 and 
$1.00 on each classification. For 
example, one store has a window 
of oats, another 
canned goods, carrots, apples, etc. 
The names of the farmer 
are printed on cards placed near 
the products. This stunt brings 
the farmers and their families to 
town in Newspapers co- 
operate by giving the farm exposi- 
tion a lot of publicity. The mer- 


potatoes, corn, 


growers 
droves. 
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chants also give the farmers and 
their families a free “feed” at the 
local armory and furnish good 
entertainment as well. 





* * 


Canned Goods 


To boost the sale of canners and 
allied equipment, a dealer staged 
a contest on canned goods, inviting 
farm women to submit their best 
samples. Prizes ranged from cash 
to several dandy looking canners, 
and the farm women responded by 
bringing in many jars of canned 
Each bringing 
samples was given literature on 
the canning equipment carried 
stock by this dealer. 


goods. woman 


* % * 


Extensive Modernizing 
When merchants of one Wis- 


consin town of 650 population 


learned through a survey that 
business was going to larger cen- 
ters, because local stores were too 
inadequate, had poor lighting and 
inadequate stocks, etc., they em- 
barked on a town modernization 
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program which called for the en- 
larging of many stores, the in- 
stalling of better lighting and 
more complete stocks. This mod- 
ernization plan was_ participated 
in by large and small merchants 
alike. 


plete the program, but this small 


It took seven years to com- 


ty THEY MADE A Town OF THIS 


town today does a thriving busi- 
ness and many of its stores have 
stocks which would do justice to 
stores in towns of 5000 population 


or more. 
* * 


Working As a Unit 


A Minnesota small city mer- 
chant called chain and indepen- 
dent store operators together and 
told them that, instead of fighting 
one another on prices and policies, 
they should join cooperatively to 
boost their city as a desirable 
center and thus keep 
business from elsewhere. 
The merchants decided to cooper- 
ate and now stage one big month- 
ly sale, 12 months of the year 
with the whole town working as 
a unit to put over this monthly 
sales day. The result has been a 
bigger traffic flow, with 
profits to all merchants in the 
city. 


trading 
going 


more 
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Memory Tester ' 

In order to popularize his 
phone number and encourage 
folks to call up for their hard- 


DONT TELL ME~1 HAVE IT! 
Cc ™ 


ware needs, a Missouri dealer in- 
structed his clerks to ask folks 
they met on the streets if they 
off-hand what it 
was. The clerks were furnished 
with trade tickets worth 50 cents 
each which were presented to 
everyone who answered correctly. 
Those who failed were handed an 


could remember 


advertising card with the phone 
number printed on it in large 
type, and a message below solicit- 
ing telephone orders and an- 
nouncing the prompt delivery ser- 
vice offered by the store. The 
stunt greatly increased the deal- 
er’s phone business. 


Get Together 


Down in Indiana a hardware 
dealer added fun for the custom- 
ers gathered in his store to a spe- 
cial sale which he recently held. 
As each person entered an attrac- 
tive girl pinned a red paper rib- 
bon with a number on it on the 
lapel of the men’s coats or the 
dresses of the women. The idea 
was to find the person who had a 
ribbon with a number correspond- 
ing to your own. When this hap- 
pened and both persons came to 


a special counter 
the purpose, 


provided for 
merchandise prizes 
were received—a handy can open- 
er for the women and a pipe for 
the men. The stunt served to get 
everybody acquainted and in a 
better mood which showed its ef- 
fect on the volume of buying that 
was done. 
*% x *% 


Wish You Owed 


On the first of every month a 
Nebraska dealer checks his ac- 
counts receivable to see if any of 
his good customers have not made 
a purchase. He writes their names 
on a pad and then makes out a 
regular statement for each one, 
but on it he writes: “No, you 
don’t owe us anything, 
wish you did.” The idea has 
elicited much friendly comment 
from these customers, who ap- 
preciated the dealer’s interest in 
them and his apparent regard for 
their absence. Of course, only the 
persons who have always paid 
their accounts promptly are the 
recipients of the “Nothing Due” 
bills. 


but we 
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IN THREE 
CENTURIES ! 
THE ONE 
PICTURED ISA 
HAND -FORGED 
BLACKSMITH'S 
VISE USED IN 
1658 AT 
ANTWERP, BELGIUM, 
(SEEN IN ANTWERP | 
BY H.F.SEYMOUR 
OF THE 
COLUMBIAN VISE 
ANO MANUFACTURING 
CO., CLEVELAND, 0.) 
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HEAT ON WHEELS’! 


IN THE EARLY DAYS OF FIREPLACE HEATING, 
METAL BRAZIERS OF LIVE COALS WERE 
MOUNTED ON WHEELS AND ROLLED 
TO VARIOUS PARTS OF A 
DWELLING FOR LOCAL 
RADIATION. 


FAKE wiINDOws 
WERE PA/V7ED ON EUROPEAN HOUSES IN THE 17" 
CENTURY... 70 AVOID TAXES/ TAXES WERE BASED 

ON THE WINDOWS A MAN HAD IN HIS BUILDINGS, 
PAINTED PANES GAVE AN APPEARANCE OF 
WEALTH BUT WERE NOT TAXABLE. SE77LERS 

BROUGHT THE CUSTOM TO AMERICA, WHERE 
SUCH "WINDOWS" CAN STILL BE SEEN. 





— 


“ 
A LIGHT BULB THAT 
WILL NEVER BURN 
OUT’HAS BEEN PATENTED 
BY RENE A. COUSTAL, 
FRENCH INVENTOR, 
ELECTRICITY CAUSES A 
CHEMICAL COATING 
INSIDE THE BULB To 
GLOW—-THUS THERE 
1S NO RESISTANCE 
> UNIT TO BURN OUT, 
NK SAYS THE INVENTOR, 
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Last Call for Christmas 
Window Displays! 


HRISTMAS—the retail high 
i spot of the year—is slightly 
more than three weeks away, 
and if the retail hardware dealer 
hasn't installed his holiday win- 
dow displays it’s high time he 
started to do it. There’s always 
business to be had during the 
Yuletide season and your windows 
are among the most important ad- 
vertising mediums you can find 
for introducing your holiday mer- 
chandise to the buying public. 
The suggested window displays 
on these pages are devoted to 
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Christmas selling. The one on 
this page is given over entirely to 
sporting goods and offers a va- 
riety of suggestions to the pros- 
pective customer. 

This window is of the balanced 
type with background and pedes- 
tals on one side balancing those 
on the other. The panel at the 
left is devoted to those who re- 


main in the North during the win- 


ter months and shows warm 
sweaters, socks and blankets. Snow 
shoes, skis, skates and hockey 


equipment are displayed in front 





Showing the method used in making 
decoration shown at top of page. 


HARDWARE AGE 














of this panel. The panel at the 
right features merchandise used 
by those who are contemplating 
a trip to a warmer climate. Fish- 
ing and hunting equipment, golf 
clubs and other warm weather 
items are on that side. 

The plateau in the center holds 
a variety of articles that are suit- 
able to any climate, boxing gloves. 


punching bags, medicine balls and 
basket balls. It’s an all ‘round 
. display that should appeal to any 
sport lover. The central decora- 
tion with the face of Santa Claus 
and the gift list surrounded by 
the holly wreath is the high spot 





Here we have the 
chart for center 
design which is 
featured below. 
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of the display. The chart at the 
bottom of that page shows how 
this may be designed. 

Green fixtures and backgrounds 
with the central decoration in red 
and a red strip back of the words 
“Sporting goods selections” would 
serve to carry out the idea of 
Christmas colors in the best way. 

The window on this page is es- 
sentially a toy window and is de- 
voted entirely to the various items 
which serve to brighten up the 
holiday season for the youngsters. 
Sleds, wheel goods, electric trains, 
games, dolls and toys of all kinds 


can be shown in this display. 





Make this the same size as 
will be used in the window, 
rule into squares and trace 
design in square by square. 


(SE 






eet Ae 


There’s practically no limit to the 
articles that can be shown in a 
window of this type. It all de- 
pends upon what the dealer has in 
stock. One suggestion that could 
be used to advantage would be to 
have some type of moving display 
in evidence and an electric train 
in motion is always bound to 
catch the eye. 

This display is of the unbal- 
anced type in that the pedestals 
incline from the left to the right. 
As a matter of fact, it would be 
a rather difficult job to construct 
a symmetrical display devoted to 
toys for there are far too many 
small items that demand attention. 
Here 


should be the traditional Christ- 


again the colors used 
mas red and green. Green would 
perhaps be the better color to use 
for fixtures and background while 
the central panel bearing the 
words could be in red with the 
words “For best selections” in red 


on a green streamer. 
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Here's a Hardware Store 


When the Twentieth 
Century-Fox Company 
production of “Jesse 
James” went on lo- 
cation in Pineville, 
Mo., a town of 500 
population, the hard- 
ware store of P. L. 
Carnell profited. 
And so did every one 
else in the town. 


L. CARNELL, hardware 
p dealer in Pineville, Mo., 
© is “moviestruck” these 
days. But he has a good reason— 
a good business reason. For the 
Twentieth Century-Fox people de- 
scended upon his town of 500 
population, choosing it as the fo- 
cal point for making a movie 
version of the bandit-life story of 
Jesse James, the Jesse James of 
the 1880’s—and that meant plenty 
of business to him. 

That business in itself is inter- 
esting enough, for it was not 
“price-conscious” business. How- 
ever, another factor makes it much 
more interesting, in prospect. For 
the truth seems to be that Holly- 
wood has gone native. In other 
words, the new practice of the 
movie capital is to be that of mak- 


ing films which are historical rep- 
resentations of various parts of 
the country in the locations which 
they depict, as nearly as physical 
limitations will permit. And that 
will mean that many other hard- 
ware dealers will be called upon 
for the same kind of service that 
Mr. Carnell gave in this case. 
The hardware requirements for 
filming the story of Jesse James 
are not those of ordinary business, 
however. A wood stove to take 
four-foot lengths of wood, a 
cradle with a_ five-foot sweep; 
such things are asked for when 
the life of the 80’s is being por- 
trayed. Stoves typical of the 
times were not to be had in a 
hardware stock—but new stoves 
were. And the movie people took 
the old equipment needed for 





Enacting a scene in “Jesse James.” The company, 200 strong. remained in Pineville for several weeks and, it is 


stated, spent in the neighborhood of $275,000 in that section. 
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It was a windfall for every store in the area. 
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Exterior of P. L. Carnell’s hardware store all ready for the filming. Dirt 
was smeared over the exterior and signs; the price board was set up to 
hide the gasoline pump; the board awning was built and the concrete side- 
walk was covered with boards, and a hitching rack was installed. And 
when the job was finished the store had an authentic 1880 appearance. 


properties in the film from the 
homes of people—and replaced it 
with new equipment from the 
store stock, to the satisfaction of 
the former ofWners and to the 
business advantage of the hard- 
ware dealer. 

Still another advantage to the 
dealer was the fact that about 
$5,000 or $6,000 worth of such 
business was handled without a 
price being asked. The picture 
makers depended upon his busi- 
ness integrity to protect them 
there. They demanded service 
with speed, and both words capi- 
talized, and were willing to pay 
fairly for it. A dollar or two on 
the price of a stove was not worth 
great consideration when a few 
minutes’ delay on a $30,000-a-day 
project might ensue because of 
haggling. 

The motion picture companies 
are not, of course, careless in 
spending. They have found that, 
as in Pineville, Mo., and P. L. 
Carnell’s hardware store, that fair 
prices are charged when they ask 
no questions, but put the matter 
right up to the dealer. 

The dealer has no worries at 
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all about credits or collections. 
The picture company on location 
sets up a central paymaster’s of- 
fice and the hardware dealer could 


That “Went Hollywood’ 


get his money on each bill any 
time he wanted by the simple ex- 
pedient of walking a block after it. 

Besides all that, the hardware 
man got acquainted with some of 
the stars, Tyrone Power, Henry 
Fonda, Director Henry King, Jane 
Darwell, Nancy Kelly and others. 
It was quite a pleasant bit of 
business—with a prospect for 
more. For the company, having 
built up an elaborate setting for 
this picture, can and_ probably 
will utilize it for others. And in 
the meantime, many others who 
profited indirectly from the pic- 
ture making have more money to 
spend with the hardware dealer. 


Epitor’s Note: By an unusual 
coincidence the descent of the film 
company upon Pineville was also 
described in Collier’s, issue of No- 
vember 26, 1938. This story was 
titled “Local Ghost Makes Good” 
and was written by Frank Condon. 


Hardware Stores Help Hunters 


ry NO help inaugurate the hunting 

season in Minnesota, where 
hunting supplies volume brings profit 
to many stores, hardware dealers of 
Mankato, Minn., including A. A. 
Zimmerman, Mahowald’s, Schwick- 
ert’s and Zimmerman & Bangerter, 
helped merchants put out a double 
truck ad in the Mankato Free Press, 
calling the attention of the hunters 
to the 1938-39 State Game Laws. 

This ad included the seasons, daily 
hours, daily possession and season 
bag limits and general restrictions. 
Because of a number of changes in 
varieties and bag limits, this service 
was an important one, and one that 
was appreciated by all prospective 
hunters, who will show their appre- 
ciation for the thoughtfulness of the 
dealers in doing this, by making their 
purchases at these stores. 

At the top of the ad, a precaution- 
ary warning is issued for the hunter 
to “Be Careful-—Be a Hunter—Not 
a Killer.” 


A. A. Zimmerman advises the hunt- 
er to “Get Ready for Hunting Sea- 
son!”—"Conservation Officials Pre- 
dict This to be One of the Best Sea- 
sons in Years for Ducks. Don’t Miss 
Your Share of the Fun!” 

Schwickert’s ask the “Hunters 
Make Our Store Your Headquarters.” 

Mahowald’s say “Save Money on 
Your Hunting Supplies at Maho- 
wald’s.” 

Zimmerman & Bangerter’s ad _ is 
headed —‘“Will you be out with the 
first streaks of dawn—ready to bag 
your mallard or canvasback . . . or 
will you be home trying to get all of 
your paraphernalia together? Come 
to Zimmerman & Bangerter’s and let 
one of our men (They’re all good 
hunters) help you complete your 
outfit.” 

Other novel services that attract 
prospective hunters to these stores 
are the fact that one can get hunting 
licenses and complete information at 
them all. 
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MODEL STATE FAIR LABOR BILL 
FOLLOWS FEDERAL STATUTE CLOSELY 


Joe Pratt, Missouri Retail Assn. president, doubts small towns 
and rural areas are ready for stringent wage-hour laws. Says 
while retailers favor improving working conditions, they could 
not always comply with standards of state wage-hour laws. 


By L. W. MOFFETT 


Washington Representative | 
of Hardware Age 


A model fair labor standards 
bill which the Labor Department 
hopes the states will adopt to 
dovetail with the Federal 
and hour law was the major sub 
ject for discussion at the three- 
day session of the fifth national 
conference on labor 
which ended Nov. 16. 

Representatives of labor de- 
partments in 43 states, the Dis- 
trict of Columbia, Alaska and 
Puerto Rico, and a few represen- 
tatives of retail groups jammed 
the conference room in the Labor 
Department building and heard | 
Secretary Perkins point out that 
“we still have 23 states without | 
minimum wage legislation, 30 
states without a legal limit of 
eight hours, even for women, and 
26 states with none at all.” 

The suggested model bill for 
states to follow in passing wage | 
and hour legislation, submitted | 
by the committee on state wage | 
and hour legislation, embodied | 
many of the provisions contained 
in the Federal statute and fol- 
lowed substantially that general 
form. No rates of pay or hours 
of employment were written in 
the model draft but reference was 
made to the standards set up 
under the Federal law. Pro- | 
vision is made for a_ gradual | 
change in minimum standards as 
was done in the national wage 
and hour law. 


wage 


legislation 


The proposed draft was put 
forward by the committee with 
the statement that passage of the 
Federal statute had “focused at- 
tention upon the need for sup- 
plementary state legislation.” The 
committee added that “most 
workers in purely intrastate em- 
ployments, comprising chiefly the 
service and retail trades, are still 
without comparable protection, 
and it is generally recognized that 
these are occupations in which 
many of the worst abuses exist.” 
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handful of 
attending 
Joe Pratt, 


Among the mere 
retail representatives 


the conference was 


| president of the Missouri Retail 


Association, who with two others 
had been named a delegate by 
the Governor of Missouri. Mr. 
Pratt told Harpware AcE that 
there were many worthwhile 
things discussed at the meeting, 
some of which he said can, be 
sanctioned by retailers. As for 
the passage of any stringent wage 
and hour laws in the states, he 
expressed doubt that many sec- 
tions, particularly the small town 
and rural areas, are ready for 
such legislation. 


“There isn’t a retailer in Mis- | 


souri or any other state,” Mr. 
Pratt said, “who isn’t in favor 
of improving within reason work- 
ing conditions for his employees. 
The question is whether in many 
cases they are able to comply 
with the standards to which they 
would be subjected under state 
laws.” 

He forecast, however, that the 
conference would go a long way 
toward at least introducing wage 
and hour legislation in various 
states and expressed the view 
that retailers ought to follow de- 
velopments closely. “I rather 
think that a bill will be intro- 
duced in the Missouri legislature 
next session,” Mr. Pratt said, 
“and when that time comes I can 
talk with the members more in- 
telligently about the proposals 
than if I hadn’t come to Wash- 
ington.” 

Elmer F. Andrews, administra- 
tor of the Fair Labor Standards 
Act, told the meeting that he 
looked forward to the time when 
each state will be equipped to 
take over all investigations and 
inspections under the Federal 
law but made no reference to his 
hope, expressed on several previ- 
ous occasions, that state laws 
supplementing the national law 
would be passed. A good deal 


of the spade work in urging sup- | 


plementary legislation was under- 
stood to have been done within 
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the committees but there were 
indications that, because of the 
preponderant representation ‘of 
labor spokesmen for the various 
state labor departments, there 
was little necessity for urging 
these delegates to push for state 
wage and hour laws, most of 
them already having been con- 
vinced of that need. 

Mr. Andrews’ suggestion that 
the states prepare themselves to 
eventually handle all investiga- 
tions and inspections necessary 
under the Federal law was 
looked upon in some quarters as 
only the prelude toward putting 
the states in shape to enforce 
their own state laws. 

Andrews has pointed out from 
time to time that the question of 
whether a particular firm is cov- 
ered by the law, because of the 
interstate or intrastate character 
of the business would be rela- 
tively unimportant if the various 
states would pass their own laws 
establishing a ceiling for hours 
and a floor under wages. 

The status of existing state 
laws covering minimum wages 
follows: 

Twenty-five states, the District 
of Columbia, and Puerto Rico 
have minimum wage laws, most 
of which are applicable to women 
and minors. The laws in Arkan- 
sas, Nevada, South Dakota, and 
Puerto Rico apply to women 
only. Oklahoma’s minimum wage 
law was the first to attempt regu- 
lation of wages for men but it is 
inoperative because of a court 
decision. Two. states, Nevada 
and South Dakota, specify the 
minimum wage in the law, while 
the other states provide for wage 
fixing by Retail 
employees are covered by all the 
minimum wage laws in effect but 
minimum wages for retail em- 
ployees have thus far been fixed 
in only 12 states and the District 
of Columbia. The weekly minima 


commissions. 





established for retail workers 
range from $8 to $18 under the 
various state laws. 





EDWIN M. 


LUTHER 


LUTHER, SALES MANAGER 
FOR TURNERDAY 


Edwin M. Luther has _ been 
appointed as the general sales 


manager of the Turner, Day & 
Woolworth Handle Co., Louis- 
ville, Ky., manufacturer of the 
Turnezday line of hickory strik- 
ing tool handles. He will make 
his headquarters at the com- 
pany’s general offices in Louis- 
ville. 

Mr. Luther has been associ- 
ated with the company for 12 
years and previously was asso- 
ciated with the Seaboard National 
Bank of New York. He has 
been active in sales and pro- 
motional work for the Turner, 
Day & Woolworth Handle Co., 
throughout the United States, 
having most recently served as 
eastern representative of the 
company. 

AMERICAN STEEL & WIRE 

SALES APPOINTMENTS 

H. C. Pearson has been ap- 
pointed assistant manager of 
sales for the American Steel & 
Wire Co., Cleveland, Ohio, in the 
New England district. His head- 
quarters will be in Boston, Mass. 
Mr. Pearson started work for the 
wire company in 1904 and since 
1905 has been a salesman in the 
manufacturers’ department. 


FIELD SALES MANAGER 

FOR KEEN DRY SHAVER 

Bertram M. Ainesworth, gen- 
eral sales and advertising man- 
ager of Keen Dry Shaver, Inc., 
450 Seventh Ave., New York 
City, has announced the appoint- 
ment of Philip Schlossburg as 
national field sales manager. 
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FRANK A. FREY 


FREY HEADS GEUDER, 
PAESCHKE & FREY CO. 


Frank A. Frey  has_ been 
elected president and treasurer 
of the Geuder, Paeschke & Frey 
Co., Milwaukee, Wis., succeeding 
the late Charles W. Paeschke. 
He has been associated with the 
company since 1913, having 
served both the manufacturing 
and financial ends of the business, 
and acting in the capacity of ex- 
ecutive vice-president and treas- 
urer since 1936. 

Henry F. Millmann has been 
elected executive vice-president 
and general manager. August K. 
Paeschke, son of the late Charles 
W. Paeschke, has been re-elected 
secretary of the company. 


CARNEGIE-ILLINOIS STEEL 
OPENS NEW PLANT 


The new Irvin Works of 
the Carnegie-Illinois Seel Corp., 
Pittsburgh, Pa., major project in 
the modernization of the United 
States Steel Corp., was formally 
opened Dec. 15. Dedication of 
the plant included an inspection 
trip by industrial leaders and 
corporation officials. The new 
plant is named for William A. 
Irvin, vice-chairman of the 
United States Steel Corp. 

The chief units of the plant 
are on 80-in. hot stzip mill, an 


84-in. tandem cold reducing 
sheet mill, and a 42-in. tandem 
cold reducing tin mill. These 


are supplemented by the neces- 
sary annealing furnaces, pick- 


ling and tinning departments. | to the finished work. The main | 
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The mills are electrically oo 
erated and have an annual ca- 
pacity of 600,000 tons. 

Excavation of the 653-acre site 
of the plant began May 22, 1937, 
when Mr. Irvin, then president of 
United States Steel, and other 
officials attended ground break- 
ing ceremonies. First steel was 
erected six weeks later. The 
first rolling mill equipment was 
operated March 2, 1938. The 
tin division was in operation in 
early spring of this year and the 
entire plant is now ready for com- 
mercial production. 


MFRS. AND JOBBERS 
CONVENTION DATES 


The 49th annual convention of 
the Southern Hardware Jobbers 
the 78th 
annual convention of the Ameri- 
can Hardware Manufacturers 
Association, will be held April 
17-20, 1939, at the Hotel Roose- 
velt, New Orleans, La. 

T. W. McAllister, 1020 Grant 
Bldg., Atlanta, Ga., is secretary- 
the 


Association and semi- 


ireasurer of jobbers, and 
son Ave., New York City, is sec- 
retary-treasurer of the manu- 


facturers’ association. 


Charles F. Rockwell, 342 Madi- | 





U. S. RUBBER PRODUCTS 
ADDS TO DETROIT AREA 


A. R. Soltis, who has been 
handling sales of U. S. Royalite 
and Vulcanite grinding wheels 
in the Detroit district for United 
States Rubber Products, Inc., 
1790 Broadway, New York City, 
will include in his activities the 
Indianapolis, Ind., and St. Louis, 
Mo., districts. Mr. Saltis will 
continue to make his headquar- 





ters in Detroit. 


CRANE CO. OPENS NEW 
RESEARCH LABORATORIES 


The new research laboratories | 


at the Chicago plant of the Crane 


Co. were opened recently with a 
three-day open house. Testing 
and experimental equipment of 
the latest types has been installed, | 
making it possible to control | 








Crane products from raw material 


divisions of the laboratories are 
metallurgy, welding, radiography, 
industrial products, ceramics, 
sanitation and hydraulics, heating 
and air-conditioning, basic 
ences, photography, library, de- 


sci- 


sign and development, and works 





laboratory. | 


BENDIX HOME APPLIANCES ANNOUNCES 


KRISCHER TRADING 
CHANGES NAME 

The Krischer Trading Corp., 
210-216 Taaffe Place, Brooklyn, 
N. Y., manufacturer of 
wares items has changed its name 
to the Krischer Metal Products 
Corp. 


house- 


SALES APPOINTMENTS AND PROMOTIONS 


Announcement has been made | 
by Judson S. Sayre, vice-presi- 
dent in charge of of | 
Bendix Home Appliances, South | 


sales 


| new 


manager, has been promoted to 
merchandising manager in the 
sales department and will con- 
centrate for the present on the 
building field. New head 


| of the advertising and sales pro- 








W. H. LEININGER 


Bend, Ind., of the addition of a | 
number of new men in the sales, | 
and advertising departments and | 
of several promotions. 

William H. Leininger, former | 
advertising and sales promotion | 





P. H. ERICKSEN 





motion department is Parker H. 


| Ericksen, formerly advertising 
manager of Zenith Radio and 

Fairbanks-Morse Co. 
L. J. Chatten has been pro- 


from district manager to 
regional manager in charge of 
the eastern sales division. W. S. 
Reinhart has been promoted from 
the sales training department to 
New England district manager. 

N. F. Lawler has been ap- 
pointed manager of the sales 
training department and will be 
responsible for the training of 
1,000 dealers and 10,000 Bendix 
retail salesmen. 

C. H. Hunter has been made 
manager of the St. Louis terri- 
tory, and C. C. Ayres has been 
appointed manager of the Daven- 
port, Iowa, area. W. A. Becker 
has been appointed district man- 
ager of the Pittsburgh area. 


moted 


| Special Bendix sales representa- 


tives appointed are D. F. Gaches, 


H. H. Wilson and I. H. Faught. 


N. F. 


LAWLER 
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MODERN KITCHEN BUREAU 
APPOINTS LEE CLARK 
Lee Clark, advertising and 


sales promotion manager of the 
Frigidaire Division, General Mo- 





LEE CLARK 


tor Sales 


will become chairman of the im- 


Corp., 


portant 
Modern Kitchen Bureau, 420 
Lexington Ave., New York City, 
on Jan. 1, 1939. He will 
ceed Roger Bolin, Westinghouse 
Electric and Mfg. Co., chairman 
of the plan committee this year. 


suc- 


N.R.H.A. MAKES 


Co., 1667 Washington St., Bos- 
ton, Mass.; vice-president, Sam- 
uel Diamond, Diamond Hdwe. 
Stores, 532 River St., Mattapan, 
Mass.; treasurer, Barney Gittes, 
Melrose Hdwe. Co., 1 Hurd St., 
Melrose, Mass., and clerk, George 
J. Levy, E. M. Joesam Co., 208 


| Purchase St., Boston, Mass. 


| New York 


plan committee of The | . , 
| cited the paint 


APPOINTMENTS 
The National Retail Hardware 
Association, Indianapolis, Ind., | 


has announced the following new 
appointments to its staff: Harold 
Daschner as manager of the as- 
sociation’s store planning and in- 
formation Marshall W. 
Reavis to have charge of the pro- 
motion division. 

Mr. Daschner was formerly en- 
gaged in building the Georgia 
division of the N.R.H.A. and in 
that work he will be succeeded 
by Ralph W. Lietzau. He 
at one time associated with the 
VanDervoort Hardware Co., Lan- 
sing, Mich., in store and window 
display work, advertising prepa- 
ration and special sales planning, 
as well as managing the appliance 
and builders’ hardware depart- 
ments. 

Val G. Jurgell has been ap- 
pointed assistant editor of the 
Hardware Retailer. He was for- 
merly editor of the Concrete 
Builder, Chicago. 


service; 


was 


MASSACHUSETTS HARD- 
WARE DISTRIBUTORS, INC., 
ELECT 


The following were elected of- 
ficers of the Massachusetts Hard- 
ware Distributors, Inc., 208-210 
Purchase St., Boston, Mass., for 
the ensuing year: president, Hy- 
man Siegel, Siegel Hdwe. & Paint 
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Dayton, Ohio, 


HOUSEHOLD CEMENT FIRM 
NAMES NEW YORK AGENT 


Joshua Reznik, 1165 Broadway, 
New York City, manufacturers’ 
representative has been appointed 
agent for the 
Magnet Cement & Dressing Co., 
Primos, Pa., manufacturer of 
china, rock and ferrule cements 
in small bottles for the retail 
trade and in bulk for industrial 


sales 


purposes, 


PRAISE PAINT INDUSTRY 
LABELING PRACTICES 


(Washington Bureau 
of HARDWARE AGE) 


The Bureau of Standards has 
industry as an 
example to show what is being 
done under its program of en- 
couraging manufacturers to dis- 
play labels on products indicating 
exact specifications or formulas 
used, 

Referring to the paint industry, 


| the Bureau said the advantage of 





labeling paint products was 
strikingly shown as a result of a 
survey made by the Census Bu- 
reau in two adjacent states, in 
one of which formula labeling is 
required by law. “It was found,” 
the Bureau reported, “that in the 
state where the labeling law is in 
effect, the quantity of inferior 
paint being sold was far less than 
in the adjacent state which had 
no such law.” 

The use of informative labels 
of this type represents an impor- 
tant step in the right direction 
from the consumer’s viewpoint, 
the Bureau says, adding that the 
experience of many industries has 








indicated strongly that manufac- 
turers gain much and lose little 
by the use of such labels. 
Among well-known products 
which are now labeled in accord- 
ance with the Bureau’s plan are 
shingles, dental materials, floor- 
ing, fuel oil, cement, plumbing 
materials, office safes and soap. 


BATH ESSENTIALS NAMES 
WESTERN REPRESENTATIVES 


Fred C. Wood, president of 
the Continental Sales Co., West- 
ern Merchandise Mart, San 
Francisco, Cal., has announced 
that Bath Essentials, Inc., New 
York City, has appointed his 
firm as its factory representative 
for the Pacific Coast states. 





MILES E. ROBERTSON 


Whose address on “Resale 


Price Agreements and Fair Trade | 





OHLEN-BISHOP ELECTS 
NEW VICE-PRESIDENT 

E. 

elected 

Ohlen-Bishop 


M. Holfelner was recently 
vice-president of The 
Co., Columbus, 








| 


| E. M. HOLFELNER 


| 

| Ohio. He has been general man- 
| ager of the firm for 14 years and 
will also continue in that ca- 
pacity. The Ohlen-Bishop Co. 
manufactures a complete line of 
cutting saws and in the 
division this embraces cir- 
cular saws, both solid and in- 
| serted tooth, bits and _ shanks, 
crosscut saws, both one and two- 
man and band saws. In the hard- 
ware division which line is man- 
ufactured in Lawrenceburg, Ind., 
is included hand saws, compass 
| saws, keyhole saws, butcher saws, 
| wood (buck) saws, pruning saws, 
| corn, cane and hedge knives, 
trowels, scrapers, etc. 


wot vd 
mill 


Laws” was favorably received at | 


the joint Atlantic City conven- 
tion of the American Hardware 
Manufacturers Assn. and the Na- 
tional Wholesale Hardware As- 
sociation. His address was pub- 
lished on page 68 of the Novem- 
bet 17 issue of Harpware AGE. 
Mr. Robertson is general man- 
ager of Oneida Ltd., 
N. Y. 


CO-OP MARKETING ASSOCIATIONS 
GROSS BUSINESS $2.750,000,000 A YEAR 


Agricultural cooperative mar 
keting and purchasing associa- 
tions are doing a gross business 
of $2,750,000,000 annually, it is 
estimated by S. D. Sanders, co- 
operative bank commissioner of 
the Farm Credit Administration. 

Presiding at conferences at- 
tended by presidents and secre- 
taries of the 12 district banks for 
cooperatives of the FCA the week 
of Oct. 24-29, Mr. Sanders said 
that agricultural cooperation in 
the United States appears to be 
in a stronger position today than 
at any time in its 70 years of 
history and that membership and 





business of purchasing coopera- 
have more than doubled 
during the past 10 years. 

It was estimated that there are 
now 15,575 farmers’ cooperative 


tives 


associations and mutual com- 
panies in this country with an 
annual gross business, including 
wholesale and retail sales, of $2.,- 
750,000,000. Mr. Sanders added 
that nearly half of all American 
farmers are now marketing farm 
products purchasing farm 
supplies, insurance or farm busi- 
ness service through cooperative 


farmer-owned organizations. 


or 


Oneida, | 


SEYMOUR PRODUCTS CO. 
MOVES SALES OFFICE 


| The Seymour Products Co., 
2416-18 W. Roosevelt Rd., Chi- 
cago, Ill., has announced that 
sales and advertising on its “See- 
More” Venetian blind cleaner, 
Venetian blind and tape cleaner, 
“See-More” lustre furniture pol- 
ish and “See-More” NuWay all- 
purpose cleaner, is now being 
conducted at the company’s fac- 
tory office. It formerly was con- 
ducted by Jones Bros., at 1424-A 
Merchandise Mart, Chicago. 


FARWELL, OZMUN, KIRK & 
CO. PRINTS XMAS CIRCULAR 


Farwell, Ozmun, Kirk & Co., 
wholesale hardware firm of St. 
Paul, Minn., has prepared an at- 
tractive rotogravure Xmas mail- 
ing piece showing numerous 
Christmas items being offered by 
hardware dealers. It presents a 
selection of gifts for “him” and 
for “her” as well as toys for chil- 
dren and Christmas tree decora- 
tions. 





HARDWARE AGE 








TS 


cently 
The 


mbus, 





hat 


E 





BOOSTERS LEARN LEGAL 
ASPECTS OF SELLING 


At the Nov. 18th meeting of 
The Hardware Boosters of New 
York at the Circle Club, 1819 
Broadway, New York Ciy, A. C. 
Flamman, New York attorney 
and member of the law firm of 
Brennan, Flamman & Simpson, 
spoke on the “Important Phases 
of The Law of Sales.” Mr. 
Flamman pointed out that al- 
though contracts may be_ in 
writing, by word of mouth, partly 
in writing and partly oral, or 
may be inferred from the con- 
duct of parties, contracts over 
$50 must be in writing. “An 
agent employed to sell, without 
express power of warranty, can- 
not give a warranty which shall 
bind the principal, unless the 
sale is one usually attended with 
warranty. A seller’s silence may 
constitute fraud and deception, 
where the seller has notice that 
the buyer is acting on mistaken 
belief concerning material fact, 
the seller has the duty to inform 
the buyer of defect. But mere 
‘puffing’ or ‘dealer’s talk,’ does 
not constitute an express war- 
ranty.” 

In discussing the delivery of 
wrong goods Mr. Flamman re- 
marked: “If the seller delivers 
a quantity of goods tess than 
contract, then the buyer may 





reject them, but if he accepts 


600 





the goods so delivered knowing 
the seller is not going to perform 
the contract in full, he must pay 
for them at contract rate. How- 
ever, if he has used or disposed 
of the goods delivered before he 








A. C. FLAMMAN 


knows that the seller is not go- | 
ing to perform his contract in 
full, the buyer shall not be liable 
for more than the fair value of 
the goods received. Unless agreed, 
the buyer is not bound to accept 
delivery by installments. 

“Where theve is no opportu- 
nity of inspection, there is no ac- 
ceptance which binds the pur- 
chaser. However, acceptance 





does not bar action for damages. 


Acceptance of the goods shall 
not discharge the seller from li- 
ability in damages or other legal 
remedy for breach of any con- 
tract or warranty. But, if, after 
acceptance the buyer fails to give 
notice to the seller of the breach 
of any promise or _ warranty 
within reasonable time after the 
buyer knows, or ought to know, 
such breach, the seller is not li- 


able.” 


IRA BRIVIC OPENS 
RETAIL STORE 


Ira Brivic has purchased the 
hardware business of Fred H. 
Gelbhous, 228A Prospect Park, 
West, Brooklyn, N. Y., and 
would appreciate receiving cata- 
logs from wholesalers. Mr. Brivic 
was formerly associated with Wm. 
L. Blumberg Co., Inc., New York 
City, as hardware buyer. 


THOMAS LAUGHLIN CO. 
USES DIESELS 


The Thomas Laughlin Co., 
Portland, Me., manufacturer of 
drop forged marine and indus- 
trial hardware, has recently in- 
stalled the new General Motors 
“packaged power” units for run- 
ning the factory. There are four 
of these units, each a 90 hp., six 
cylinder Diesel, with generators 
by General Electric and control 
equipment by Allis-Chalmers. 





JERSEY SHORE ASSN. 
ELECTS OFFICERS 


At the Nov. 17 meeting ol 
the Jersey Shore Retail Hard- 
ware Dealers, Inc., at the Marine 
Grill, Asbury Park, N. J., Walter 
Prigge, C. H. Robinson Co., Inc., 
Freehold, N. J., was elected 
Other officers elected 


president. 
Charles 


are: Vice-president, 
Heyinger, Sterner Lumber Co., 
Belmar, N. J.; secretary, Ed- 
mund Coyte, Stone Lumber Co., 
Manasquan, N. J., and treasurer, 
Lew Brown, A. M. Townley Co., 
Long Branch, N. J. 

R. L. Holcombe, merchandise 
manager, Steinbach-Kresge de 
partment store, spoke to the deal- 
ers on “Showmanship in Mer 
chandising.” He told them how 
they best can dress up old mer- 
chandise and the value of using 
the proper sentences and words 
to sell individual items. 

Retiring President L. R. Usher 
presided at the meeting which 20 
dealers attended. 


RIXFORD MFG. CO. 
REBUILDS PLANT 


The Rixford Mfg. Co., East 
Highgate, Vermont, manufacturer 
of scythes and axes has entirely 
rebuilt its plant which was de 
stroyed by fire some time ago. 
The latest in manufacturing 
equipment has been installed. 


TURN OUT FOR METROPOLITAN HARDWARE DINNER 


Bar QusT 
TAN HARDWARE 


XCIATION 


008 Vv 


More than 600 hardware dealers in the New York Metropolitan Area gathered at the Hotel Commodore, Tuesday, Nov. 15th for the 
annual banquet of the Metropolitan Hardware Association. Following the dinner, a variety program of 10 acts was presented under 


the direction of George T. Kohlmeier, J. W. Kohlmeier, Inc., New York City. 


The Metropolitan Hardware Association is com- 


prised of Brooklyn Hardware Dealers Assn., the Hardware and Supply Dealers Assn. of Manhattan and the Bronx Boroughs, North 


Jersey Hardware and Supply Assn. and the Westchester Hardware Dealers Assn. 
group are the Hardware Square Club and the Hardware Boosters. 
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Associations cooperating with the Metropolitan 
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SWISS WHOLESALER VISITS | Cross, vice president and trea- 


AMERICAN HARDWARE 
PLANTS 


Armand H. Cuhat, partner in 
Armand Cuhat & Co., Zurich, 
Switzerland, hardware whole- 
salers, and importers, is visiting 





ARMAND CUHAT 


manufac- 
their lines 
lines for 


American hardware 
turers to look 
and to seek 
distribution in country. 
Mr. Cuhat has spending 
most of his time visiting manu- 
facturers but has had the oppor- 
tunity of visiting a few outstand- 
ing retail hardware He 
tells us that while he has noted 
quite a difference between some 
hardware in this 
country and those in demand in 
his country that interest in tools 
in this country is generally in 
the types popular in his nation. 

Armand Cuhat & Co. at pres- 
ent represents, as exclusive dis- 
tributor, the following American 
lines: Nicholson File Co., Provi- 
dence, R. I.; Clemson Bros., Inc., 


over 

new 
his 
been 


stores. 


lines used 


Middletown, N. Y.; American 
Fork & Hoe Co., Cleveland, 
Ohio; Baldor Electric Co., St. 


Louis, Mo., electric grinders; The 
Bassick Co., Bridgeport, Conn., 
casters; and J. H. Williams 
& Co., New York City, part of 
wrench line. The company also 
handles some lines made by: 
Covert Mfg. Co., Troy, N. Y.; 
Vaughan Novelty Mfg. Co., Chi- 
cago, Ill.; Hanson Scale Co., 
Chicago; and Kester Solder Co., 
Chicago. 

The Cuhat business was started 
in 1848 by A. Bannwart, the 
company later being succeeded 
by A. & O. Bannwart. In 1917 
Armand Cuhat purchased the 
business. Since 1931, when Ar- 
mand Cuhat passed away, the 
busin: ss has been operated under 
its present name by his son, 
Armand H. Cuhat, and Marcel 
Cuhat. Mr. Cuhat suggests 
business references 


16 


| 


surer, Clemson’ Bros.,  Inc., 
Middletown, N. Y. and 
Swiss National Bank, Zurich, 
Switzerland. 


DAILY MOVES STORE 

TO LARGER QUARTERS 
Daily Hardware has _ been 
moved from 541 86th Ave., Brook- 
lyn, N. Y., to larger quarters at 
92-27 Fourth Ave., Brooklyn. Ed- 
ward F. Daily has been a hard- 
ware man for more than 25 years 
and is well known to the hard- 
ware trade throughout the metro- 





EDWARD F. DAILY 


politan New York district. He 
is a past president of the Brook- 
lyn Hardware Association and 
has been a frequent speaker at 
hardwave meetings in New York. 


BROOKLYN APPLIANCE MEN 
NOMINATE 1939 OFFICERS 


More than 200 members and 
guests attended the Nov. 22 
meeting of the Electrical Ap- 
pliance Dealers Association of 


Brooklyn, N. Y., held at Joe’s 
Restaurant, 330 Fulton  St., 


| Brooklyn, at which time officers 


| vice 


as | 


William E. | 


for the coming year were nomi- 


nated. The slate recommended 
was: George W. Magno, 9208 
4th Ave., Brooklyn, for presi- 


dent; Percy Peters, 473 Sumner 
Ave., Brooklyn, for vice presi- 
dent, and Sol Scholder, 7419 
Fifth Ave., Brooklyn for second 
president. A. H. Grafen- 
stadt, a hardware dealer of 495 
Myrtle Ave., Brooklyn, was 
nominated for reelection § as 
treasurer. T. W. Bolger, 44 
Court St., is executive secretary 
of the association. Election of 
officers will be part of the order 
of at the December 
meeting. 

Percy Peters, speaking 
chairman of the  association’s 
radio committee, urged members 
to live up to contracts on radio 


business 


sets under the Feld-Crawford 
Act. Russell A. Atkinson, R. J. 
Atkinson, Inc., 4 Ralph Ave., 


Brooklyn, hardware dealers and 


| electrical 


a former president of the asso- 


ciation, reported on activities of | 
the | the refrigeration committee and | 


urged that those wanting to sell 
refrigerators under 
Feld-Crawford Act contracts to 
tell the salesmen for the com- 
panies, whose lines they handle. 
Mr. Atkinson suggested that an 
association pin be designed and 


made for all members, his sug- | 


| gestion being turned over to the 


executive committee. 
Mr. Bolger, executive secretary, 


| reported that approved electrical 


appliance dealers cooperating 


with the Consolidated Edison Co. | 
combination | 


had sold 64,066 


| packages and that the total num- 
| ber sold by approved dealers in 
; New York City and Westchester 
| County was 165,356. 


ELMER WHEELER TALKS 
BEFORE PITTSBURGH ASSN. 

Elmer Wheeler of the Tested 
Selling Institute, presented his 


| talk, “Magic Words That Sell” 


| before 323 hardware 





as 


dealers at 
the Oct. 28 meeting of the Pitts- 
burgh Retail Hardware Associa- 
tion. The dealers were also shown 
the new fall and holiday mer- 
chandise by several local hard- 
ware and electrical distributors. 
Walter E. Whitehead, president 
of the association, presided over 
the meeting which was held in 
the Fort Pitt Hotel, Pittsburgh. 


PLATT & SCHWEISGUTH 
FORM MFRS. AGENCY 


C. Roy Platt 
Schweisguth have formed a 
manufacturers agency for hard- 
ware, tools, specialties and novel- 
ties. Their firm is located at 325 


and Henry 


S. Lake Ave., Lakeland, Fila., 
and among the concerns they 


represent are The General Hard- 
ware Mfg. Co., New York City 





450 ATTEND CHICAGO 
THANKSGIVING PARTY 


More than 450 hardware re- 
tailers, manufacturers and whole- 
salers and their ladies attended 
lthe fourth annual Thanksgiving 
| Party of the Chicago Retail 
Hardware Assn. held Nov. 16 in 
the Merchants and Manufac- 
turers Club in the Merchandise 
Mart, Chicago, Ill. The party 
was modeled after a streamline 
railroad train and all the officers 
were given railroad titles, the 
president, Ronald G. Dix, being 
engineer. 

Mr. Dix opened the gathering 
with an address of welcome and 
| briefly outlined the reason these 
parties are held, comparing them 
with our historical Thanksgiving 
|Day. He then introduced J. C. 
Amis, secretary-treasurer, who 
presented the following past- 
presidents of the association: 
| John Schubert, 1916; Si J. 
'Koehler, 1917; W. J. Cornell, 
|1924; Joshua Claridge, 1926; 
| William Tresselman, 1927; E. 
|G. Lindquist, 1928; Oscar Fisher, 
/1929; Charles Dressel, 1930; 
|W. H. Hishon, 1931; L. W. 
Fisher, 1932; Frank J. Kozelka, 
1933; Herbert C. Woolley, 1934; 
Frank J. Horky, 1935; Roland 
Popken, 1936, and Mr. Dix, 
1937 and 1938. 

A seven-course turkey dinner 
was served and Don Chiesta and 
his Congress Casino Orchestra 
furnished music. 





| and the Allen Safety Hair Cutter 
Co., Brooklyn, N. Y. 

Mr. Platt, known throughout 
the hardware trade as “Tom,” 
|was a buyer for and manager of 
mechanics tools. Mr. Schweisguth 
held the same position in the 
machinists tool and cutlery de- 
partment with Patterson Bros., 
New York City, for more than 
| 30 years. 





Left to right are Henry Schweisguth and “Tom” Platt with their 
pilot Bill DaBoll prior to taking off from the Lakeland Air Port 


for a flying visit 


to Florida towns. 
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OBITUARIES 





G. LA RUE MASTERS 


G. La Rue Masters, 52, vice- 
president, The National Lock 
Washer Co., Newark, N. J., 
passed away recently, at his home 
in South Orange, N. J. He 
is survived by Mrs. Masters, a 
daughter and a sister. A native 
of Philadelphia, he had made his 
home in the Oranges for the past 
50 years. He was a member of 
the Essex Country Club of West 
Orange and the Essex Club of 
Newark. 


GEORGE D. ENOS 


George D. Enos, president and 
treasurer of Enos & Sanderson, 
wholesale heavy hardware con- 
cern of Buffalo, N. Y., passed 
away recently at his home in that 
city. His widow survives. 


B. H. VAN ARSDALE 


Bowen H. Van Arsdale, 61, 
who had been affiliated with the 
Bellknap Hardware & Mfg. Co., 
Louisville, Ky., wholesale hard- 
ware distributors, for the past 40 
years, passed away at his home 
in Lexington, Ky., after an ill- 
ness of several weeks. He was 
a Mason and a member of the 
United Commercial Travelers. 
Mrs. Van Arsdale, three sisters 
and three brothers survive. 








TINT CHAMPLIN 
Tint Champlin, 72, president 
of the Cattaraugus Cutlery Co., 
Little Valley, N. Y., for more 





TINT CHAMPLIN 


than 25 years, passed away Nov. 
18. Mr. Champlin was also a 
former president of the Ameri- 
can Cutlery Mfrs. Assn., and was 
a director of the Salamanca, N. 
Y., Trust Co., and the Cattarau- 
gus County Bank. He leaves 
two sons, J. B. F. and Philip T. 
Champlin, and a daughter. 








AMERICAN APPLIANCES 
ARE FAVORED IN AFRICA 


Hardwaremen in the Metro- 
politan New York area were 
recently made acquainted with 
John J. Johnston, Stutterheim, 
Cape Province, Union of South 
Africa, who came to this country 
to study American electrical re- 
frigeration and American radio 
receiving sets. Mr. Johnston, who 
attended a recent meeting of the 
Hardware Boosters, remarked 
that American refrigerators and 
American made radio receiving 
sets are in demand in_ his 
country. 

Mr. Johnston tells us_ that 
hardwaremen in South Africa are 
beginning to sell American 
mechanical refrigerators and 
radio sets more actively than in 
the past. He says, “American 
products seem to suit our con- 
ditions better than those of other 
nations. As to American radio 
sets the fact that good long dis- 
tance reception is available 
through use of lower priced 
American sets is creating a defi- 
nitely larger market in South 
Africa. American electrical re- 
frigerators are the only ones I 
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have yet seen where I live. In the 
farm districts where electric 
power lines are not extended 
there is a good market for 
American made oil burning re- 
frigerators. 

“All-wave sets in South Africa 
are largely of American make be- 
cause American manufacturers 
began catering to the African 
market before other nations did. 
Automatic volume control sets 
were in use in South Africa in 
1932 on American sets whereas it 
was not until several years later 
that radio sets made in other na- 
tions were advertised in Africa as 
having that feature.” 

Mr. Johnston spent several 
months in New York City study- 
ing electrical refrigeration al 
the Y.M.C.A. school and also at- 
tended courses in radio at the 
R.C.A. Institute. 

CALIFORNIA HARDWARE 

HAS NEW CATALOG 


The California Hardware Co.. 
500 E. First St., Los Angeles, 
Calif., has issued its new catalog 
No. 11 of 1450 pages, on build- 
ers’ hardware, glassware, hotel 
ware, dinnerware, household ar- 








ticles, paints, oils, and varnishes, 
sporting goods, contractors’ sup- 
plies, electrical appliances, wheel 
goods and toys. The catalog was 
compiled by the Western Print- 
ing Co., Whittier, Calif. 


OPENS STORE IN 
RIDGEFIELD, CONN. 


Edward Rabin is opening a 
hardware store in Ridgefield, 
Conn., which will be known as 
the Ridgefield Hardware Co. Mr. 
Rabin would appreciate receiving 
manufacturers’ catalogs. He was 
formerly associated with The 
Westport Hardware Co., Inc.. 
Westport, Conn. 


NEW HARDWARE STORE 
IN FORT WAYNE, IND. 


Jack Dubrove has opened a re- 
tail hardware store in Fort 
Wayne, Ind., which will be 
known as the Main Hardware 
Co. Located on the corner of 
Main and Harrison Streets, the 
store carries a complete line of 
shelf hardware, tools, house- 
wares, guns, floor coverings, etc. 


Sr: ee. Mil 





JOBBERS GENERAL 
HARDWARE CATALOG 


Babcock, Hinds & Underwood, 
Inc., wholesale and retail hard- 
ware firm of Binghamton, N. Y., 
has issued a new catalog cover- 
ing sporting goods, paints, house- 
wares, building specialties, iron 
and steel, as well as shelf hard- 
ware. Of the catalog’s 857 
pages, 255 pages are devoted to 
sporting goods. The company’s 
territory includes southern cen- 
tral New York states, central 
northern Pennsylvania and north- 
western Pennsylvania. 


WORLD'S FAIR KNIVES 
ON DISPLAY IN NEW YORK 

The official World’s Fair knives 
being manufactured by the Utica 
Cutlery Co., Utica, N. Y., under 
license No. 1031, are on display 
at the offices of the company’s 
New York representative, Edwin 
H. Funke, New York City. Deal- 
ers are invited to visit the office 
and view the selection. These 
knives were described on page 
102 of the Oct. 20 issue of Harp- 
WARE AGE. 





SELLING CHAIN OUT FRONT 


£32 


Depleted chain reels testify that chain sales go up 
when chain is displayed out in front of the store. The 
Towner Hardware Co., Muskegon, Mich., finds this 
special display useful both as a visual reminder for 
its customers and as a convenient selling unit. 











“My Customers Like New Things 





Telephoning prospects each morn- 
ing before leaving the store aids 
George B. Parsons in getting his 
day organized for extra profits. 


E are all looking for 
thoughts that click. George 
B. Parsons, with _ the 


Honeyman Hardware Co., of Port- 
land, Ore., has a unique one he 
has employed for some time and 
he finds it brings results—results 
in dollars and cents in added 
sales. This is a cleverly worded 
advertising blotter attractively 
printed in two colors, which is 
used as a calling card and left 
with customers and prospects as 
a reminder of where and whom 
to call for hardware and electri- 
cal merchandise. 

A standard 314 by 6-in. white 
blotter headed “My Customers 
Like New Things—Come In and 
See Me” across the top on a light 
green background bears a cut of 
Mr. Parsons together with his 
name, firm name and address, and 
business telephone number. The 
residence address and telephone 
number are also included as rush 
calls and important messages are 
frequently received at home before 
and after regular business hours, 
resulting in additional sales and 
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more satisfied customers. This of- 
fers an opportunity to give ac- 
counts better and more personal 
attention. 

By distribution of these calling 
card blotters to purchasing agents 
and their assistants, building man- 
agers and engineers, private cus- 
tomers, and myriad other accounts 
and prospects, the constant re- 
minder is always at hand in some 
prominent spot and numerous 
sales can be attributed to this 
ready reference. Recently the pur- 
chasing agent of a bank and trust 
company requested a number of 
these blotters for his various pur- 
chasing assistants and _. building 
superintendents, and several stock 
and emergency orders have been 
the result. This is but one in- 
stance in many. 

Mr. Parsons always arranges to 
have some timely and in-season 
article as a leader to larger items. 
For example, during the hot, dry 
weather he has been pushing a 
new snap-on hose and _ nozzle 
coupling as a labor and time- 
saver. Many of these devices have 





says George B. Parsons of the 
Honeyman Hardware Co,, Port- 
land, Ore., who finds ways of 
selling them what they like. 


This calling card 
blotter suggests 
the man to call if 
something is 
needed. 


been sold in this manner together 
with considerable more costly wa- 
tering and gardening accessories 
and a great many lengths of qual- 
ity hose. Only a short time ago 
over $200 worth of miscellaneous 
equipment was sold to a city 
official for the yard of his new 
home on the outskirts of town. 
During the winter such items 
as non-kink ironing cords, graph- 
ite guns for lock maintenance, and 
other handy articles’ are used as 
openers. In the Christmas _holi- 
day season a few appealing pieces 
of’ quality merchandise are con- 
centrated on, including such ap- 
pliances as the latest models and 
designs of reading lamps, electric 
mixers and attachments, electric 
razors, and coffee makers. Dur- 
ing last season a large number of 
table model lamps were sold by 
leaving them on the customer’s 
desk for trial and in almost every 
instance the resultant improve- 
ments in illumination accounted 
for the purchase of the lamp 
which had been left for trial, often 
(Continued on page 68) 
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Henry Van Veghel, hardware dealer 
for 37 years, in the store doorway. 





The Van Veghel Bros. Co. store. 


This list of oil heater customers is 
posted annually and builds sales. 


His Oil Heaters Are Leaders 
to Other Sales 


Henry Van Veghel of Green Bay, 
Wis., sells 150 circulating oil 


heaters annually and says they 


help to sell other merchandise. 


NE good way to get an “in” 
() on selling appliances to a 
wide and varied field is to 
push the sale of circulating oil 
heaters, according to Henry Van 
Veghel, hardware and implement 
dealer for thirty-seven years at 
Green Bay, Wis., a city of 40,000. 
Mr. Van Veghel sells about 150 
of these heaters every year, rang- 
ing in price from $95 to $150, 
and when he sells a heater to a 
home owner, he finds that he has 
an excellent in for selling washing 
machines, refrigerators, stoves and 
other appliances. He points out 
that around Green Bay, as well 
as in many other localities, many 
average-sized homes do not have 
furnaces, and, therefore, stoves of 
various sorts are needed to heat 
such homes. 
It does not necessarily follow, 
he reports, that people living in 
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homes without furnaces are in the 
low-income group. Their month- 
ly salaries may range from $75 
to $150 a month or more, and, 
due to the fact that such people 
may be frugal and have gardens 
and a small poultry flock, they 
are able to live very cheaply, yet 
well, and still save considerable 
money from their salaries. 

Homes which do not have fur- 
naces, and which are not piped 
for gas, however, usually have 
electric wiring, and this means 
that they can be sold electric ap- 
pliances of various sorts, as well 
as oil, coal or wood cook stoves, 
as well as heaters. 

“On a circulating oil heater, 
we usually have to get into a 
home to measure the rooms and 
decide what size stove the pros- 
pect needs,” says Mr. Van Veghel. 


“This means we have an oppor- 





And here’s the display of circulating 
oil heaters on the store’s main floor. 


tunity to size up the home, the 
prospect, and the appliance needs 
of the family. We sell many cir- 
culating oil heaters to farmers, 
and these people are constantly 
buying more electric appliances 
of various sorts.” 

To stimulate his oil heater sales, 
Mr. Van Veghel Yearly posts the 
names of oil heater customers and 
their addresses in his main dis- 
play window where all passersby 
can stop and read the names. He 
has found that this is an excel- 
lent way of securing prospects. 
People who see this posted list 
are frequently interested to the 
extent that they think that if so 
many people are interested in the 
heaters Van Veghel’s sell that 
they must be good and the store 
worthy of patronage. 

Many prospects come right into 
the store to buy, and many others 
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write down the names of satis- 
fied users, reports Mr. Van Veghel, 
and then go and visit these people 
and see how they like the heaters. 
In this way many prospects are 
secured. 

“We check constantly with sat- 
isfied users,” says Mr. Van Veg- 
hel, “and thus secure the names 
of many interested prospects. The 
more stoves we sell and _ install 
properly, the greater our chances 
of getting good prospects.” 

Mr. Van Veghel also makes a 
practice of taking exhibit spaces 
at local fairs, and home shows and 
through such exhibits he can also 
get very good prospects for heat- 


ers and many other appliances. 

“When the fall season comes, 
we usually light one heater and 
keep it going for months, day 
and night,” he says. “This inter- 
ests the prospect who wants to 
know if these heaters ever go out, 
and whether they can keep going 
night and day. It makes it easy 
to sell a heater when you have 
one operating before the pros- 
pect. When he can feel the fine 
heat coming from the heater, he 
is usually half-sold. All you need 
to do to complete the sale, in 
most instances, is to show him 
that the heater will operate effi- 
ciently at all times, when properly 





installed, and is inexpensive com- 
pared with coal in regards to 
operating cost.” 

In the fall, Mr. Van Veghel 
usually puts a couple of good 
signs outside his store, calling 
attention to oil heaters. This 
year, due to the fact that competi- 
tors were offering free oil with 
purchase of new heaters, Mr. Van 
Veghel also offered this induce- 
ment. 

“Once a man has been sold a 
heater he can be sold other ap- 
pliances by our store,” states Mr. 
Van Veghel. “That’s why it is a 
good line to handle. It leads to 
more sales.” 


Just Among Ourselves 


not permit a satisfactory confirma- 
tion of this report but, as the 
source from which it comes has 
previously been very reliable, I 
am inclined to believe the story is 
well founded. An effort to check 
definitely on this point will be 
made between now and the publi- 
cation of our next issue, on De- 


cember 15, 1938. 


CO-OPS :— 


The Consumer Cooperative 
movement in this country has, at 
present, two large national or- 
ganizations. They are the Co- 
operative League of the U. S. A.. 
in New York, and the National Co- 
operatives, Inc., in Chicago. For 
the past four years these two 
bodies have been negotiating 
toward a merger with joint or at 
least adjoining headquarters in 
Chicago. Under this plan it is 
proposed to levy a five cents per 
year dues per member and thus 
finance “broader publicity, educa- 
tion, legislation and other func- 
tions.” Another feature is a pro- 
posed co-op label on co-op made 
and sold goods which would be 
nationally advertised to encourage 
increased membership in the move- 
ment. Such a program may get 
under way following a_ special 
merger meeting on December 9. 
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(Continued from page 17) 


It would be a very ambitious pro- 
gram and an additional worry to 
hardware dealers. The most seri- 
ous phase of this development is 
the success that has attended the 
efforts of the co-ops to enforce 
public school training along con- 
sumer-cooperative lines, plus their 


ability to obtain legislation that 
continues such an educational pro- 
gram. If and when these two 
large units of co-ops join their 
combined strength will make them 
a very potent factor in the social 
and economic life of many parts 
of this country. 


Sales Mean Jobs 


ARDWARE stores and other 

dealers in Mankato, Minne- 
sota, are cooperating with the local 
chamber of commerce in making the 
“Sales Mean Jobs” Cnusade differ 
from the average city’s campaign, 
and to make it effective. 

To do this, certain days are set 
aside for each field of business. On 
these days, all merchants and deal- 
ers in the city concentrate on that 
particular field designated, and, by 
means of window posters and news- 
paper display advertisements, call 
the attention of the citizens to the 
fact that on these days, wonderful 
bargains are offered at the stores 
in the field named. 

Three days have been set aside 
as “Home Modernization Days” 
and all of the stores in Mankato. 
regardless of the nature of their 
business, will advertise the fact that 
A. A. Zimmerman Hardware, 
Schwickert Hardware, Hagen Hard- 
ware, Austin & Rydien Hardware 
and Zimmerman & Bangerter are all 


offering special items for the home, 
and at greatly reduced prices. 

The novelty of the whole thing is 
that all of the merchants and busi- 
ness men have given their hearty 
cooperation to make this crusade 
mean something more than just a 
slogan. Competition is forgotten. 
The people of the community have 
been impressed with this spirit of 
cooperation, and have responded 
with the same spirit. Stores were 
crowded, and many stocks have been 
depleted to the point where it was 
necessary to order new goods ahead 
of the regular time. 
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YEARS OF TRACK AND HANGER 
DEVELOPMENT ...ai a glance! 














Through 50 years of steady develop- 
ment, Richards-Wilcox has created 
the greatest and largest line of Hang- 
ers and Trolley Tracks in the World. 
When you handle this line, of one 
thing you may be assured: there is a 
size to meet all requirements. You 
need never turn down an order for 
lack of the proper sized track and 
hanger for any job. 


And it is better equipment, thanks to 
-exclusive, patented features. As an 
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example we cite the famous Lock 
Joint—the most outstanding develop- 
ment in trolley tracks. The Lock Joint 
Brackets lock the track ends so tightly 
together that hangers operate smooth- 
ly and silently over the joints. Thus, 
a smooth, continuous and unbroken 
stretch of track of any length is ob- 
tainable. 


Why not learn more about this profit- 
able line? Write us—today? 


Richards-Wilcox Mfg.Co. _ 





Branches: 


St. Louis 





Indianapolis 


Los Angeles San Francisco 


“Quality leaves 
its imprint” 


“A HANGER FOR ANY DOOR THAT SLIDES” 
AURORA, ILLINOIS, U. S. A. 


New York Chicago Boston Philadelphia Cleveland Cincinnati Washington, D.C. 
New Orleans Des Moines 
Omaha 


Milwaukee Richards-Wilcox Canadian Co., Ltd., London, Ont., Montreal, Winnipeg 


Seattle 
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Bulletins Build Business! 


And N. V. Richardson of Kansas City, 
Mo., has found that a board outside 
the store always gets real results 


; 


NY ge 


f" LEAKY RoorS 


WITH Gum CEMENT 
- _ | 





Here’s N. V. Richardson's bulletin board doing sentry duty. 


HE word “bulletin” is de- 
| fined in the dictionary as 
“an announcement of news, 
orders, or the like, written or 
placarded in a conspicuous space.” 
The bulletin is one of the oldest 
forms of public announcement 
known and it has always been a 
sure-fire way of getting the atten- 
tion of the public. Bulletin boards 
dot the country, they are found by 
the roadside and line the railroad’s 
right of way. The safety signs 
and warnings for motorists which 
are to be found in every section of 
the country are nothing more or 
less than bulletins. Restaurants 
paste their menus in the window 
and these, too, may be regarded 
in the same light. 

The great advantage in the bul- 
letin form of announcement is that 
it contains a direct personal appeal 
to the reader. And if a retail mer- 
chant uses the bulletin form of 
advertising it is practically a di- 
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And here is an announcement of 
seeds that attracted customers. 


rect message from him to his po- 
tential customer. 

N. V. Richardson of 5747 Pros- 
pect Ave., Kansas City, Mo., is a 
firm believer in the value of bulle- 
tins and uses an outdoor bulletin 
board for announcement purposes. 
He has found, as a result of long 
experience, that it brings in the 
business. 

“I am fortunate in having prop- 


erty space to the extent of four 
feet in front of my store,” says 
Mr. Richardson. “This space is 
used for the board and also for 
displaying seasonable goods. After 
years of experience, I am _ thor- 
oughly convinced that the public 
likes this old way of saying ‘How 
do you do.” 

Some time ago, Mr. Richardson 
obtained a number of furnace 
scoops which he decided to dis- 
pose of quickly and the outdoor 
bulletin board was used to con- 
vey the news to the buying public. 
The story was told briefly. Mr. 
Richardson sketched a furnace 
scoop partly submerged in a pile 
of coal and parallel with the D- 
handle of the scoop wrote its 
price. Just that and nothing more. 

“It was brief,” he said, “but it 
caught the eye of the passerby 
even though he was passing in a 
car. I recall one instance where 


(Centinued on page 82) 
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thorhood Hazards 


... but Sales Builders for You! 


PT LI 
Td LT ONAN OW to protect lawns and flowers—how 
TATA ATA TAT 
to guard playful children and pets— 
how «to ‘keep out careless children and 
troublesome dogs. These are neighborhood 
problems that you can use to boost your 


: ; sales. The answer to all these problems is 
Cyclone Lawn Fence comes in 

either woven or welded design. 
Both types are strong, attrac- 
tive and well-protected by an = . 
even coating of galvanizing. of your customers today. Sales will go to 


good, sturdy lawn fence—needed by many 


dealers who are ready with a complete line of 


lawn fence when customers are ready to buy. 


And many dealers have found that the 


Cyclone “Red Tag” makes sales of lawn 
“ye } ; , . . . 
8. epee fence easier and quicker to close. Customers 
/ Se 


cree) know the Cyclone name. The service record 





of Cyclone products, their finer appearance, 
and consistent advertising of the Cyclone 
name have together established a preference 
for Cyclone. 


Now is the time to check your stock of 


' 
' 
' 
' 
' 
' 
' 
' 


! lawn fence, gates and flower-bed borders. 
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Get ready for the business that can be yours. 


USS CYCLONE <reatag? LAWN FENCE 


CYCLONE FENCE COMPANY, General Offices: Waukegan, Ill. 
Branches in Principal Cities 
STANDARD FENCE COMPANY, Pacific Coast Division, Oakland, California: UNITED STATES STEEL PRODUCTS COMPANY, New York, Export Distributors 
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As the Profit Goes— 


So Goes Your Business! 





THOMAS M. ANDERSON 


T does not take brains to cut 

prices—it’s the easiest thing in 

the world to do. It’s easy to 
start a price war—a fool or a crip- 
ple can do that—but it does take 
brains to avoid a tough price situa- 
tion in any industry and it takes 
brains to bolster and build and 
pull up. 

Unfortunately, too many sales 
managers and salesmen are prone 
to listen to rumors—prone to “meet” 
prices rather than pass business— 
and, indeed, too many join. the 
wrecking crew instead of the con- 
struction gang! Business being what 
it is, and what it always must be, 
we cannot ever hope or expect to 
take the basic element of combat 
out of it. If we did, business would 
be dead. Competition is truly the 
life of trade but the yardstick of 
profit sustains all phases of our ex- 
istence. Fail to bring profit to busi- 
ness and no one could discern the 
future of your business, your gov- 
ernment, or your own social life. 

A chronic chiseler doesn’t know 
the meaning of ethics in business. 
Ethical practice in business, as we 
recognize it, involves two relation- 
ships. One is between the business 
man and the public and the other is 
between business men themselves in 
the same industry, that is, men in 
the same kind of business. The un- 
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Prospects who are hard to land make good 
customers. You get ‘em because you work for 
them and they stay with you. A “push-over” 
for you is a “push-over” for your competitor. 


By THOMAS M. ANDERSON 


Sales Manager, 
Riverside Mills, 
Augusta, Ga. 


ethical tactics of going the competi- 
tor one better pricewise tears a hole 
in the structure that is difficult to 
mend. Some sales managers can’t 
“take it.” Too often they do not 
try to correct evils existing but in- 
stead plow deeper for lower prices, 
thus upsetting the entire industry. 
They fight with clubs instead of 
brains. 


Ethical Conduct’s Place 
in Business 

The real place for ethical con- 
duct in business is in the manner 
of accepting victory and defeat. Two 
things are essential to an ethical 
relationship between competitors— 
good humor and good sportsman- 
ship, plus plain square deal. When 
a sale is made, just go right on to 
the next one, whether you made it, 
or the other fellow made it. Don’t 
carry over a grudge from one deal 
to another. We are facing the great- 
est accumulated demand ever re- 
corded in the history of this great 
country. Demand is found in every 
line of business, in every walk of 
life, in every corner of our nation. 
There will be ample business for 
every dealer and it can be had on 
a profitable basis just as easily as 
on a break-even or cost basis—it all 


depends on your attitude, your pol- 
icy, your guts. 

A chiseler—the consistent, con- 
stant, chronic cut price artist gen- 
erally thinks he’s smart—smarter 
in selling than his smartest competi- 
tor. Usually they are full of make- 
believe and fool themselves into 
thinking that they are getting ahead 
by such tactics. 

Perhaps this definition of a chis- 
eler fits: “A small town chiseler is 
a man who knows a great deal about 
a very little, and who goes on know- 
ing more and more about less and 
less until finally he knows _ practi- 
cally everything about nothing. A 
big city chiseler is a man who knows 
a very little about a great deal, and 
keeps on knowing less and _ less 
about more and more until he finally 
knows practically nothing about 
everything.” 

The definition is the same whether 
the chiseler is in town, country, or 
city and, unfortunately, all commu- 
nities have this parasite. 

The best medicine for your busi- 
ness is to ignore the parasite—the 
chiseler—and if you do it won’t be 
long until his unfair, unethical tac- 
tics closes his own doors. 

Use your brain, your courage, 
your experiences and all your capa- 
bilities instead of the club of lower 
prices to combat competition. It is 
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PAGHAGLY ! 


A touch of the finger seals your store pack- ~~) 














ages with Scotch Cellulose Tape—no water 
required. 


Makes odd-shaped packages as easy to wrap 
and seal as regular. 


PAILE LABELS 


Scotch Cellulose Tape holds price labels 
to any surface. 








Fully transparent—keeps printing clean 
and legible—will not loosen. 


WINDOW POSTERS? 


Posters, store signs and bin cards are quickly 
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attached with Scotch Cellulose Tape. 


Will not loosen—easily removed— 


leaves no residue. 


SCOTCH CELLULOSE TAPE 


SEALS INSTANTLY WITHOUT WATER—FULLY TRANSPA 
Ath your Hardware fobler for a demonstration 


Made by MINNESOTA MINING & MANUFACTURING COMPANY, Saint Paul, Minnesota. Patented under one or more of the following U. S. Patents: 
No. 1357020, No. 1779588, No. 1814132, No. 1856986, No. 1895978, No. 1954805, No. 1959413, Re. No. 18742, Re. No. 19128. 
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always easier to follow the coarse 
impulse of our instincts, to fight 
and grab, than to listen to reason. 
And it takes a long time to realize 
that the dictates of a wise altruism 
always coincide with the maxims 
of an enlightened self-interest—but 
they do! Commerce and industry 
never function long to the advan- 
tage of anybody in an atmosphere 
of deceit, fear and greediness, but 
only in an atmosphere of good will, 
and mutual helpful cooperation 
among employers, employees, sup- 
pliers, competitors and the public. 

Competition is what we make it. 
You can make it easy and profitable 
or tough and unprofitable. When 
greed, fight, grab, cut, chisel, intol- 
erance and unfriendly tactics enter 
the door there is no hope for profit- 
able progress and that goes whether 
you're selling cheese, cotton. sand, 
cement, insurance, beans, sugar, oil, 
gas, clothing, nails or fish—it ap- 
plies to all lines everywhere. 


Prosperity’s Advent 

Prosperity always comes when all 
of our people get busy supplying 
merchandise and service to human 
needs. Some movement is started. 
Some idea is advanced, that gen- 
erates the faith and confidence on 
the part of the people, and all the 
people get back of it and the coun- 
try is off to prosperity. 

At an industry meeting, a dinner 
in Washington, the writer heard a 
toast that clicked. It was: “Here’s 
to courage, understanding,  toler- 
ance, a more kindly feeling among 
us all—a pull-together spirit for the 
good of all industry—a friendly 
meshing of gears. Faith, confidence 
in our competitors and the elimina- 
tion of price wars—the genuine con- 
sideration for the other fellow, be he 
large or small!” 

That spirit, that policy by all 
would be the derrick that would pull 
most industries out of the mire and 
on solid ground and the problem 
largely rests with the sales force 
of any concern in any industry. 

Run your business in accordance 
with sound principles 
fair wages and fair working condi- 
tions; no misrepresentations as to 
quality; no “loss leader” trickery; 
prices such as will show reasonable 
reserves to carry through hard times 
when they come; and “doing as he 
would like to be done by.” A mer- 
chant or manufacturer doing this 
will not be an enemy competitor, 
and, if the other fellow disregards 
these sound business principles, he 
will not long be a competitor. 

Stick tight to the old way—get a 


business 
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profit or pass orders. All the science, 
system and experts in the world 
can’t improve on doing business at 
a profit. 

Profits of business must come 
from the efforts of the sales depart- 
ment—and the sales department is 
usually the backbone and founda- 
tion upon which your business suc- 
cess will and can be built on a 
profitable basis. 

If you think you can—you will! 

If you think you can’t—you won't. 

Have you sufficient nerve? 

The difference between just re- 
sults and real success is frequently 
measurable by nerve. If a man 
could sit down and figure at the end 
of a year the difference between 
what he got for his goods and what 
he could have gotten, if he had the 
nerve to ask it, he would find in the 
answer the difference between ordi- 
nary results and big ones. 

Have the nerve to sell at a profit 
and don’t put it off until tomorrow. 
In every line of business there are 
price-cutters, makers of poor goods, 
and givers of poor service. Working 
right along beside them there is the 
man who gets top notch prices, 
gives goods of quality and good ser- 
vice. The price-cutter cannot drive 
this fellow out of business unless he 
loses his nerve and starts to meet 
him. 

There are a lot of people in busi- 
ness who have to cut prices in order 
When you meet 
them they cut again because they 
have to cut. The result of chasing 
these people down is that everybody 
gets to working on a much lower 
level of profit. It is just as easy to 
get a profit as not to get it, pro- 
vided you have the nerve to ask it. 
The great big concerns in any in- 
dustry are the ones which get good 
prices for their products. They are 
in the high-price class because they 
have a high-class nerve. 


to get business. 


Fear of Price 

The average salesman is more 
afraid of having his price ques- 
tioned than the quality of his goods 
or services of his house. This is so, 
because he knows more about the 
quality of his goods and the service 
of his house than the buyer does. 
The salesman feels this advantage 
and is not afraid to use it; but, 
when his prices are questioned, fear 
and doubt at once take possession 
of him because he knows he may 
not know what the buyer knows 
about prices. 

The salesman imagines all ‘sorts 
of things going on in the buyer’s 
mind. He wonders what will he be 





willing to pay, is my price too high; 
what are my competitors doing. His 


reasoning power begins to leave 
him. All the things which are going 
on in his mind say, “cut the price.” 
Every inference of suggestion from 
the buyer is construed as meaning 
“Your price is too high” or “I can 
do better.” He finally falls back 
upon the worn-out excuse, “My 
house won’t let me cut the price,” 
or worse, “What are you willing to 
pay?”, or still worse, “I’ll submit 
the order to the house.” The buyer 
is trying to find out how much nerve 
you have. If he breaks it, you are a 
goner forever after with him—you 
are his easy mark. He doesn’t ad- 
mire you—he just likes you. 

In making prices that are right 
it takes experience, judgment and 
nerve. We blame conditions and 
competition, but how often are we 
willing to admit that a large part 
of a loss in profit was due to you 
losing your nerve. If you have taken 
note of the big, growing, successful 
houses in any business, you will 
find that quality, service and sales- 
manship made them what they are 

not price-cutting. 

“The price-cutter is a business 
man who has the nerve to give, but 
none to get.” 


Present-Day Leadership 

Leadership in such times as these 
may consist in the recognition by 
each concern and each industry that 
there is no leadership outside itself, 
and that it must rely upon its own 
resources, its own conscience, its 
own courage and creative initiative. 
The common creative effort of many 
individuals earnestly engaged in 
solving their separate problems can 
produce an unconscious unity of 
purpose and compensate for the 
lack of leadership or deliberate co- 
operation. 

It leaves open, too, the possibility 
of cooperative action within each 
industry by the trade organizations, 
in which lie the greatest hope of 
success in the way of planning stable 
progress, and in which leadership 
on a more limited scale is certainly 
not lacking. What is most necessary 
for both the individual concern and 
the organized industry is that each 
set for itself certain general objec- 
tives upon which it can concentrate 
its thought and effort and to which 
it can coordinate its practical pol- 
icies of management. These objec- 
tives cannot be merely those of 
self-preservation, for survival is im- 
possible unless certain other condi- 
tions are satisfied. 
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‘AND MR. DEALER, 
if you'd like to know why, here’s why! 


The better painters have quit using ‘‘Bung-Hole’’ 
boiled because it is too risky. Adding driers on the 
job often meant ‘burned-out’ paint. Too much 
drier — too rapid oxidation — a complete break- 
down of a paint job. For Pol-mer-ik Boiled has 
incorporated in it, through scientifically con- 
trolled processing, the proper amount of driers. 
Pol-mer-ik Boiled is the accurate drying oil which 
also has the Extra Value of Cooked-Oil. Pol-mer-ik 
boiled is the greatest linseed oil value ever offered 
the trade. 
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FACTORY-SEALED 
IT’S PURITY IS GUARANTEED 


Pol-mer-ik is available in factory-sealed con- 
tainers. The cans, lithographed in 3 colors, make 
effective displays. Pol-mer-ik increases linseed oil 
profits because it offers greater value — because 
it eliminates the losses of bulk selling. If you 
| aren't handling Pol-mer-ik, write us for details. 
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WILLIAM OGDEN 
HADLEY, general manager 
of the St. Louis Rubber Ce- 
ment Co., St. Louis, Mo., and 
manager of the Hadley Bros.- 
Uhl Co., St. Louis rubber ce- 
ment manufacturers, cele- 
brated on June 14, both his 
56th anniverary as a rubber 
cement manufacturer and his 
70th birthday. He is a mem- 
ber of the third generation of 
his family to engage in the 
rubber cement business. In 
1882 he became an employee 
of his grandfather, William 
Hadley, at Lynn, Mass. Fol- 
lowing the passing of his 
grandfather, who had founded 
the “House of Hadley” business, in 1850. He continued 
with the concern as an employee of his father and his 
uncle. In 1900 he moved from Lynn to St. Louis to become 
affliated with the St. Louis Rubber Cement Co., which 
was acquired in 1919 by the Hadley Bros.-Uhl Co. His 
brothers, Frank K. and Harmon L. Hadley are also ac- 
tive in the companies with which he is affiliated. In for- 
mer years he enjoyed playing baseball. While he no 
longer engages in that sport his favorite leisure time 
hobby is following the doings of the big league teams, 
and attending as many professional and sand lot games 
as is possible. 





W. O. HADLEY 
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Hardware Age 
Fifty Year 
Club 


F. H. ANKCORN, pro- 
prietor of the Ankcorn Hard- 
ware Co., Palouse, Wash., has 
been in the hardware business 
since February, 1887. A native 
of Owen Sound, Ont., Canada, 
he had his first experience in 
the hardware business in that 
town. His original intention, at 
the age of 19, was to be a ma- 
chinist. Failing to obtain em 
ployment in the local foundry 
he became an apprentice in 
the Bishop & Paulin store in 
Owen Sound. He found the 
hardware business so interest- 
ing that he continued in that 
trade. Although nearly 70 
years of age he is “still going 
strong” as a hardware dealer. Like many other young 
men in the last decade of the 19th century he decided 
to “go west.” In February, 1891 he left his home town 
and journeyed to Portage La Prairie, Manitoba, Canada, 
where he became an employee of J. O. Cadim, hardware 
dealer. Manitoba was not far enough west for him so 
he moved on to New Westminster, B. C., Canada, in 
February, 1891. A year later he moved down to Spokane, 
Wash., where for a short time he was employed by 
Wolverton & Byrd. His next home was in Palouse, Wash., 
where he became an employee of Wheeler Bros. On 
July 18, 1904, he opened the Ankcorn Hardware Co. in 
Palouse. He has lived in Palouse for more than 46 years 
and has taken considerable interest in civic affairs. Mr. 
Ankcorn has been a member of the city council for two 
terms, a member of the school board for one term and 
has served as president of the local Chamber of Com- 
merce for one term. For more than 30 years he has been 
a deacon of the First Baptist Church of Palouse. For 
many years he has also taught a boys’ class in the church’s 
Sunday School. One of his sons, Henry M. Ankcorn, is 
affiliated with the Garfield Hardware Co., Garfield, Wash. 





F. H. ANKCORN 
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Automatic Products Company 
2450 North 32nd Street 
Milwaukee, Wisconsin 
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in pot type of] burning meahase firet came out we 
etarted henthing them on @ small ec po At that tise such heaters 
1) anks and barometric type valves. As 
these gerne were improved and became sore popular we learned that 


ande ach canteen feature 


We also found that these so-called automatic float valves 
had to be practically fool proof and that the proper operation of 
ot type heaters depended a great deal upon these valves. A-P valves 
ve been standard equipment on the leading lines of heaters dis- 
tributed by us over @ long period of years. 











je have come to the conclusion that operation difficulties 
an seldom be traced to your valves. Experience has taught us that 
heaters with A-P equipsent seldom, if ever, need service. may 
De interested in knowing that our customers buy A-P equipped heaters 
With confidence and in this connection we are referring to both your 
@aenual and thermostatic type valves. 


Yours very truly, 


TBEichborn/vs Manager Stove Departeent. 


A big, rugged closer, 
quiet closing and sure 
checking, dependable 
for years under any 
conditions—that’s the improved 
ILCO Universal Door Closer. 








Model 240 LR 
(Ap) ‘Constant Level 
‘Oil Control 
Valve Manual- 
ly Operated 





When a Heater “seldom, if ever, needs service” it provides greater 
profits to the dealer, for service costs money. It means Faster Selling, 
too, because heater salesmen greet with enthusiasm a product they 
KNOW will offer complete satisfaction to their customers in dependable 
heating comfort. That’s why the leading Dealers in Oil Burning Space 
Heaters ask for ““A-P Equipped Heaters.” 

But A-P adds another great advantage to Heater Selling and Heater 
Profits — offering for the first time COMPLETELY AUTOMATIC 
TEMPERATURE CONTROL and REMOTE FUEL FEED. Get 
YOUR story of these extra profits today! 


@ Increase Your Sales and Profits... 
offer your customers COMPLETELY AUTOMATIC 


HEATING CONVENIENCE and Freedom from Fuel’ 









Handling with these new A-P Units! 


@ A-P “Oilifter”™ @ A-P Electric “Auto- @ A-P Thermo “Auto- 

Centrol Heat” Top Unit Heat”? Top Unit 
Installed in place of any  fasily attached to Manu- Self-contained Thermo- 
Manual Control, the 1 | kes H stati¢ Unit—quickly at- 
“Oilifter” draws fuel ? Control—makes eater tached to Manual Control. 
from 2 remote source, Completely Automatic, Offers Automatic Tem- 
eliminating the need for regulated by Room Ther- perature Regulation with- 
a fuel tank on the heater. mostart. out need for electricity. 
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Mounts on right or left hand 
doors, inside or out, and adjusts 
to any closing speed and latch 
condition. It’s fully guaranteed— 
a safe bet for salesthat stay sold. Send forthe ILCO catalog. 



















MORE SALES 
with ILCO 






* * * 


Here’s the top-notch door closer, different in design, 


improved in every way, and 
the only surface type closer 
with ball bearings. The 
ILCO Ball Bearing Door 
Closer is a quality item— 
larger parts, all perfectly 
fitted; a special gland, 100% 
leak-proof; extra- powerful 
spring that applies more 
power to the door; smooth, 
silent action; simple, fool- 
proof adjustment. Boost 
ILCO to your better cus- 
tomers—for quicker profits. 














ILCO KEY 
BLANKS 
See us first. We 
maintain an ex- 
tremely large as- 
sortment at all 
times, and can 
fill orders from 
stock. 





INDEPENDENT 
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Fitchburg, Mass. 


Branches in all Principal Cities 
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Products can “give”, just 
as can people, at holiday 
time or any other time. 


a Here are two . a2 


Master , 


that have been “giving” 
profits to Master dealers 


every month-fn the year. a 





















No. 500 

Laminated Steel 
case. Multi- 
spring secur- 
ity. Each 
soc retail, 


No. 1400 
Smooth Finish Lam- 
inated Steel case. 
Multi-spring sec- 
urity. Each soc 

retail 


~ 


Order from we 

your jobber 

THE WORLD'S STRONGEST 
5Oc PADLOCKS 
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Worlds [angert Exclurive Padlock Manugacturend 


MILWAUKEE, WIS.,U.S.A. 








whose cylinders will be used with 
the devices. 

Many manufacturers of exit de- 
vices also make thresholds like 
Fig. 9, but it is always wise, in 
case you are not ordering the 
thresholds with the bolts, to send 
a detail of the threshold that will 
be installed. Sending a detail of 
the condition at the head of the 
door is also good practice. 

In the case of pairs of doors, 
double astragals are generally 
used, a detail of which showing 
the amount of bevel will help the 
factory greatly in furnishing the 
devices to the job in proper shape. 

Some manufacturers have de- 
veloped a special compensating 


(Continued form page 21) 





type astragal such as is shown in 
Fig. 10. Some manufacturers are 
making metal mullions to use in 
connection with exit devices. 

In a general way this will give 
you an outline of the more com- 
monly used types of fire and panic 
exit devices, the conditions to 
watch for, how to order, etc. 
Again I suggest further study of 
the subject from your manufac- 
turer’s catalog, or with their rep- 
resentative personally. Keep in 
mind as I have tried to emphasize 
the seriousness of the work you 
are doing protecting human lives. 

In our next chapter we shall 
discuss door holding devices and 
door stops for public buildings. 





“Hints for Health” for Hunters 


f yemoye caution signal in the 
form of a code of safety rules 
for hunters has been flashed to that 
large group of sportsmen who are 
taking to the fields with firearms 
this fall. The National Rifle Associa- 
tion, in a recent bulletin stresses the 
strict observance of certain funda- 
mentals in the handling of firearms 
which, if followed carefully, would 
prevent those unnecessary “acci- 
dents” of the fall season. 

If the misuse of firearms could be 
avoided by the recognition of simple 
precautions; if a record such as 
that of the nation’s junior riflemen 
could be extended to the sport of 
hunting, it would set up the fire- 
arms sports as the safest of the 
“play it yourself” sports. It is to 
this end that the association asks 
hunters once more to check over the 
following list of “hints for health” 
before taking to the field: 

l. Treat every gun with respect 
due a loaded gun. This is the 
cardinal rule of gun safety. 

2. Carry only empty guns, taken 
down or with the action open, into 
your automobile, camp and home. 
Do not load your gun until you are 
actually in the field and hunting— 
unload it the moment you leave. 

3. Always be sure that the barrel 
and action are clear of obstructions. 
In heavy brush or snow open the ac- 


tion and glance through the barrel 
occasionally. 

4. Always carry your gun so that 
you can control the direction of the 
muzzle even if you stumble. Keep 
a firm grip on the small of the 
stock—you wouldn’t merely _bal- 
ance a stick of dynamite on your 
shoulder. 

5. Always be sure of your target. 
If you can’t be sure, don’t shoot. 

6. Never point a gun at anything 
you do not want to shoot. Keep the 
muzzle of the gun pointing away 
from any part of your own body 
and from any other person, espe- 
cially when loading, unloading, 
taking off the safety or working the 
action. 

7. Never leave your gun unat- 
tended for a moment, unless you 
unload it first. 

8. Never climb a tree or a fence 
with a loaded gun. Put your gun 
through or over the fence, then pick 
it up from the other side. 

9. Never shoot at a flat, hard sur- 
face or the surface of the water. 
Ricochets travel in unforeseen direc- 
tions. 

10. Gunpowder and alcohol mix 
into a deadly potion. If men have to 
have liquor while in the hunting 
field, keep them away from the guns. 
Injured feelings are easier to re- 
pair than injured bodies. 
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Self-Releasing Fire Exit Devices 


MASTER STANDARD OF THE WORLD 
“We Are the Originators of Locking Control, Self-Releasing Fire Exit Latches” 
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A wide range of types, qualities, and prices to 
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suit every condition or need. 





From the highest grade “Type B2,” which is all- 
drop-forged, to the inexpensive “Type U” in 


malleable iron, every device is engineered for 
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greatest strength and practical service. 








No. 91127U ‘ ‘ No. 1127B2 
Malleable Your customer expects Von Duprin quality. All endaned 
Iron Brass or Bronze 


VONNEGUT HARDWARE CO., INDIANAPOLIS, INDIANA 

















THEY’RE BUYING THE 
HAMMER THAT HOLDS 
THE NAIL—= 


A fine hammer—sold by a fine demonstrator—dis- 
play to more buyers in more stores than ever 
before. Over a dozen hammers each week are sold 
in prominent stores everywhere. Send your order 
for a Cheney Sales Maker Carton—today. In it are 


10—16 ounce Cheney Nailers No. 938 


2—-20 ounce Cheney Nailers No. 937 


I1—1I6 ounce Cheney Nailer No. 938 
chained to display 
1—Cheney Sales Maker display. 


Sell your trade the best in hammers—for there is 
nothing finer than a Cheney. 


HENRY CHENEY HAMMER CORP. 


FACTORY: LITTLE FALLS, NEW YORK 
Sales Office: 302 Broadway, New York 
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A Father Talks to His Son 


EDITOR’S NOTE: This is an actual letter written by William P. Ross, 
manager of sales of The Standard Tool Co., Cleveland, Ohio, to his 
son, Don, as the latter was about to embark on a selling career. 
Believing that it contained valuable advice to any salesman, we 
asked Mr. Ross’ permission to publish it in Hardware Age. Here it is. 


Dear Don: 


HE chances are that some- 
time, and this sometime may 
take place before you know a 
thing about it, you will be perhaps 
on the road selling for the company 
with which you are now in training. 
As you know, I have had a vast 
experience in selling all over the 
country to the small and large 
dealer, the small plants from black- 
smith shops to the largest interna- 
tional industries that are in exist- 
ence, I know what I am talking 
about when it comes to selling 
goods and I want to give you a few 
things to study over that will no 
doubt be of great assistance to you 
from now on. 


Add New Accounts 


One of the requisites of a sales- 
man should be that he knows it is 
impossible for the company he rep- 
resents to be satisfied with the con- 
tinuance of business that has al- 
ways been on the books or accounts 
that have been turned over to‘him. 
Manufacturers need not only to re- 
tain what business they have but to 
add on new accounts. This, of 
course, means new distributors and 
it is only by doing this that in- 
creased volume can be had. It is 
never satisfactory to do just as your 
predecessor has done. Beat him in 
every way possible. That is what 
makes a salesman more valuable to 
the house. 

Constant direction at the begin- 
ning of the salesman’s career must 
be made by his superior or the sales 
manager. A good many of them put 
the territory right up to the sales- 
man and let him go as a free lance, 
but all companies have a very large 
investment and salesmen should be 
properly directed by someone who 
naturally would know a great deal 
more than the salesman himself. 

You would be surprised to know 
the volume of business that some- 
times can be had from visiting small 
towns or small industries. Everyone, 
a person as well as a business in- 
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stitution, has to start small and even- 
tually they grow into something 
large. It is always best never to 
pass up the small ones because you 
can’t tell when they will be large 
and prove a very valuable account, 
and they can never be sold satisfac- 
torily unless called on. They 
just don’t throw orders at you these 
days. Competition is so keen that 
one must sell the goods by constant 
calling instead of someone just put- 
ting the order in your hands. 

It is always a good thing to watch 
expenses, keeping them down to the 
minimum, spending your company’s 
money as though it was your own— 
not throwing it away. 

Another thing that is necessary is 
to get acquainted with your com- 
petitors’ jobbers or distributors. 
Know them as well as your own, be- 
cause there have been many times 
when your own jobber has left you 
or you have left him on account of 
credit, fires, or what not, and if you 
don’t know the other fellows in the 
city you are going to have a hard 
time in getting someone to take the 
place of the one you lost. Therefore, 
cultivate the acquaintance of every 
potential buyer. 

There have always been what I 
call “no purpose calls.” Some sales- 
men are very prone to go in and talk 
to a buyer about everything and 
anything instead of the thing they 
are selling—such as about how the 
ball team came out yesterday—how 
about his golf game—lI see that so 
and so is out on strike. Such things 
should not be talked of at all-unless 
one knows the customer in a very 
intimate way. They know about the 
ball games as well as you do. So 
get right down to what you want to 
talk about. 

A great necessity is always neat- 
ness or tidiness, plain and concise 
talk—no smuttiness or shady stories 
unless again you know very well 
that the fellow at the other end is in 
a receptive mood for them. Always 
have the greatest of respect for the 
aged or the feeble and ask questions 
from your customers if you don’t 
know certain’ things. They always 


like to be asked for information and 
don’t try to give it to them yourself 
unless you absolutely know what you 
are talking about. 

Always back up your house if 
you know they are right and if they 
are not right see that they know 
where the error is. 

At no time should you think that 
you know it all or that you are do- 
ing it all. Your house undoubtedly 
gained a very valuable reputation 
long before you were ever thought 
of, and always remember that there 
are better men than you that are 
looking for jobs. Also remember to 
at all times represent and never 
misrepresent your house. 


Important “Don’ts” 


A few “don’ts” are always a good 
thing to have and some of them are: 

Don’t say anything against a com- 
petitor if you can help it and then 
let something good be said or keep 
still. 

Don’t forget a good salesman is 
one of the best assets a company can 
have. They are the exterior organi- 
zation and bring the customer as 
near as they can to the prospective 
customer. 

Don’t be grumbling and kicking. 
The other fellow has his tough luck 
and blue days too. 

Don’t be a leaner. A lifter is far 
better. 

Don’t stand and argue with a cus- 
tomer excepting in a positive and 
courteous manner. 

Don’t lead others to think that 
you or your house are high-hatted. 
Others also are selling goods equal 
to what you are offering. 

Don’t be afraid to talk right up. 
You were’.created equal to anyone 
that you might have occasion to talk 
with.- 

As time goes on experience will 
give you far better lessons than I 
can and as I have often said—ex- 
perience has no substitute. 

So just read these things over and 
I am sure that they will do you 
much good as days go on. 

Your Dap 
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Let the 
FIGURES Speak 





When a man is hungry— 
he wants food. When 
business seeks opportu- 
nities—it wants results. 
The classified section of Hardware 
Age has been securing results for 
its advertisers in no uncertain 
manner. A check up of ads. for 
Sales Representatives, Help 
Wanted, Positions Wanted and 
Accounts Wanted showed 


4,547 Replies to Box 
Number Advertisements 
from September, 1936, 

to August, 1937 


These impressive figures repre- 
sent a GAIN of 1,041 replies 
OVER the corresponding period 
in 1935-36. And a still LARGER 
GAIN of 2,575 replies MORE than 
the same period the year before. 


These convincing results prove 
that Hardware Age covers the 
trade and “Delivers the Goods” 
for those who make use of its 
Classified Section. 


HARDWARE AGE 


A Chilton Publication 


Classified Opportunities Department 
239 West 39th Street, New York, N. Y. 


A.B.C.—Charter Member—A.B.P. Inc. 
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Speed! Beauty! Style! 


Plus the ability to 
brew BETTER coffee 


—That’s the reason for the heavy 
public demand for and acceptance of 
CORY Coffee Brewers. 


Only CORY gives these features 
@ "'Fast-Flo"’ Filter @ Beautiful Plati- 
















@ 2-Heat Electric num Decoration 
Units (Hi-Low) e@ Bakelite Coffee 

@ Bakelite Funnel Measure 
Holder @ Heat-resistin 

@ Hinged Decanter gieee by COR- 
Cover ING 








Only the CORY has the amazing and pat- 
ented ‘‘Fast-Flo’’ Filter. Limits contact of 
water and finely ground coffee to 3 minutes, 
Gives rich, mellow, true coffee flavor— 
without bitterness from boiling or too long 
steeping. No metal touches the coffee. 


Write for latest catalog 
showing all the CORY models, including 
the De Luxe Tray Set ... ‘‘Beni-Wood’”’ 
tray and platinum decorated Princess Elec- 
tric Model CORY Coffee Brewer, sugar and 

creamer. It’s a popular gift seller. 
The models pictured are the Princess Elec- 
tric and the popular priced Homestead Gas. 


Glass Coffee Brewer Corp. 
325 No. Wells St. Chicago, Ill. 














Christmas Sift 
Model 1000: Made with 
Twin-Flex Springs with 
Zerostat Control . 
the exclusive Counselor 
invention that gives a 
smoothness of perform- 
ance and accuracy that 


establishes a new high 
in efficiency. 





Also made with electric 
dial light at slightly 
higher cost, identified 
as Model 1000X. 





Order at once for 
Christmas trade. 


The Brearley Co., Rockford, Ill., and 19 W. 23rd St., New York. 
Western Representatives: Eckert-Lloyd Corp., 734 Mission St., 
San Francisco, and 756 San Julian St., Los Angeles, Cal... . 
William Keller Co., Inc., 414 Terminal Sales Bldg., Seattle, Wash. 


COUNSELOR Scales 
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The Counselor Zephyr 
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ADVANCES 


Copper Rivets. 


Brake Band Rivets. 


Rubber and Friction Tapes. 


Tin. 


Lead. 


DECLINES 


2 Sizes Extension Window Screens. 
Combination Screen-Storm Doors. 
Full Size Window Screens. 
Coke Tin Plate. Zinc. 

Short Terne or Roofing Plates. 


ADVANCES EXPECTED 
Rubber Covered Wire. 


PRICES REAFFIRMED 


Screen Doors. 


Screen Doors—Window 
Screens—Effective Nov. 15, Conti- 
nental Screen Co. announced its 
opening 1939 prices. Quotations on 
all grades of doors, for all terri- 
tories, are unchanged from last sea- 
son, and the only two changes in ex- 
tension window screens affect the 
9 by 33 and 12 by 33 in. sizes, with 
12 mesh black cloth. These are 
priced lower. Nos. 933 and 1233 
screens, with 12 mesh black wire 
cloth, are now priced alike to the 
trade at $2.60 per dozen. 


* * * 


Combination Doors—New 
quotation sheets were issued on 
Nov. 15 by Continental Screen Co. 
on its combination screen and storm 
doors, with prices reduced sharply 
from those put out last fall. The 
2-8 by 6-8 size, in the six-light 
glazed doors with 16 mesh galva- 
nized panel, have been reduced from 
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$4.81 to $4.29 each, and the corre- 
sponding eight-light door from $5.14 
to $4.58 each. , 

* * * 

Full Size Window Screens- 
Another price schedule which has 
been revised by the Continental 
Screen Co. is that on full-size win- 
dow screens, now furnished in a 
wide range of standard dimensions 
suitable for most window openings. 
Typical of the general mark-down 
are the prices on 22 by 28 in. 
screens, in full package lots of 12. 
These, made with 12 mesh black 
wire cloth, have been reduced from 
$1.10 to $1.01 each. The same size. 
with 16 mesh galvanized cloth, has 
been reduced from $1.18 to $1.09, 
and with 16 mesh bronze cloth, from 
$1.61 to $1.46 each. 


* * * 


Hardware Cloth—As of Nov. 
8. 1938, prices on Cyclone “Red 


Tag” Standard Hardware Cloth 

were placed in effect by Cyclone 

Fence Co., Waukegan, IIl., as fol- 

lows, for eastern and midwestern 

application: 

Prices Per 100 Square Feet (100-Ft. Rolls) 
Standard Widths 24” to 48” 


Meshes Per 100 Sa. Ft. 
_k Bee error err rcer $4.00 
OG iw atew canes 4.25 
SSeS ene 4.30 
OOM sald id hie Radia a aera s 4.60 
iE Avera te viacbaeewegons 4.70 
= £ Beer ere rer repre 4.95 
DUD asteccaveteesaceevune 5.70 
Width Extras 
12 to 17” inclusive, per 100 
I PP es Fee 1.00 
18 to 23” inclusive, per 100 
OM Gh sanddorsec0060606% -75 
Short Length Extras 
50-ft. rolls, per 100 sq. ft... 15 
25-ft. rolls, per 100 sq. ft... 30 


To the above mentioned prices the 
jobber must add the freight from the 
basing point to his warehouse. Hard- 
ware cloth is becoming of greater 
importance, season after season, in 
hardware stores, because of the wid- 
ening number of uses found for this 
material, particularly in the agricul- 
tural and industrial fields. 

* * 7 


Copper Rivets—A one cent 
per pound advance was announced, 
Nov. 14 on copper rivets. 

* & & 


Brake Band Rivets—An ad- 
vance on brake-band rivets approxi- 
mating 221% per cent was announced 
on Nov. 14. 

* * * 

Friction Tapes, etc.—Leading 
manufacturers of rubber and fric- 
tion tapes have announced advances 
of 2 cents per pound. Numerous 
manufactured items in which cotton 
is largely used are showing, or must 
soon show, the effect of the rising 
wage rates throughout the southern 
states. 
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Rubber Covered Wire—Ex- 
pectation is general that rubber-cov- 
ered wire will soon show further 
mark-ups. 

* * * 

Tin Plate—The expected an- 
nouncement of new tin plate and 
roofing terne prices was made on 
Nov. 11. The decline on coke tin 
plate. used chiefly by the canning 
industry, was 35 cents per 14 by 20 
base box, to $5.00 base f.o.b. Pitts- 
burgh or Gary. Short terne or roof- 
ing plates declined also 35 cents to 
a new mark of $4.30 per base box, 
f.o.b. Pittsburgh or Gary. With the 
exception of a brief period late in 
1936 and early in 1937, these new 
tin plate schedules are lower than 
any prevailing since the end of 1933. 


* * * 


Steel and Metals Quotations 

~The steel mills are finding better 
support for their price structures, 
aided by a recent renewal of the ad- 
vances on steel scrap, now at the 
highest level in more than a year. 
Except for some shakiness in cop- 
per, after its 214 cents per pound 
rise since July, and a new decline in 
zinc, the leading metals, other than 
steel, are firm, and all stand today 
considerably above their 1938 lows. 
On Nov. 18, the wholesale tin mar- 
ket was above 46 cents—a rise of 
more than 1] cents since last spring. 
Copper stands at 1114 cents whole- 
sale, at eastern basing points, com- 
pared with a 9 cents July price. Lead 
has risen from’ $3.85 last spring to 
$4.95, and zinc had a similar in- 
crease from 4 cents to 5.05 cents, 
but dropped back to 4.75 cents on 
Nov. 21. The zinc change was due 
to a reduction in the import duty, as 
part of the American-British trade 


pact. 
* * * 


Steel Production—The usual 
year-end cautiousness of steel buy- 
ers is seemingly beginning to mani- 
fest itself, said the Nov. 4 issue of 
The Iron Age. New orders are hold- 
ing up fairly well, but November 
will not show important gains over 
October. There is no fear that pro- 
duction will fall off sharply during 
the few remaining weeks of the 
year. Ingot production at mid-week, 
last week, was estimated at 61.5 
per cent, down one point from the 
previous week. In the Birmingham 
district there was a gain of one open- 
hearth furnace, but elsewhere opera- 
tions either declined or remained at 
the previous week’s rates. In four of 
the principal districts, Pittsburgh, 
Chicago, Youngstown and Wheeling- 
Weirton, operations were Jower. 
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Farming Tools, Etc.—Job- 
bers report an improving volume of 
future orders. The sales of lawn 
and leaf rakes have been heavier, 
and have lasted later into the fall 
than usual, due to the continuance 
of open weather. Orders for snow 
shovels and scrapers have been 
delayed by the same condition, but 
recent reports indicate that a fair 
seasonable volume is at last coming 
along. Prices on snow shovels and 
scrapers are about the same as last 
year, and are holding steadily. 
Quotations on American - made 
scythes for early 1939 are showing 
no advances, but German and 
Austrian patterns will be from 20 
to 25 per cent higher, due to in- 
creased duties. Many items of hand 
garden tools, priced about the same 
as a year ago, are offering the great- 
er inducement of improved pattern 
and finish without increase in cost. 
The fall market on lawn seed has 
remained very firm, and some mix- 
tures already have advanced over 
the opening price. Leading houses 
predict a shortage in a number of 
staple seeds, with probability of fur- 
ther advances before spring. White 
clover seed is especially scarce, af- 
fecting all mixtures in which it is 
included. 


* * * 


Battery Sales—Shipments by 
storage battery manufacturers are 
running sharply ahead of a year ago 
as a result of revival in domestic 
shipbuilding, increased railroad elec- 
trification and the current upswing 
in automobile production S. B. 
Robertson, president of the B. F. 
Goodrich Co., New York City, states. 
Estimating that 1938 sales of the in- 
dustry would exceed $92,000,000 for 
a gain of approximately 18 per cent 
over last year, Mr. Robertson said 
he looked for this year’s volume to 
top 1929 sales. 


a. 2 @ 


Poultry Supplies—Makers of 
galvanized fountains and_ similar 
poultry accessories still are quoting 
low prices, and while future orders 
for spring are moderate, there 
usually is a rush of buying early in 
each year. There is every reason to 
expect large sales in this division 
for the 1939 season. Prices on eggs 
are relatively high, and those for 
feeding grain relatively very low. 
Poultry-raising is at present the most 
profitable major branch of farm 
activity. Hardware retailers should 
profit also, if willing to carry the 
necessary supply stocks, and to en- 
courage their grain-farm customers 
to go in for poultry-raising. A re- 
cent study by the National Indus- 








Leading hardware dealers 
are sold on and sell the 
Bassick line because it has 
been for years, and still is, the leading 
brand. It means casters with a guaran- 
tee of satisfactory service — It is o 
builder of good will and profit for the 
dealer. 


Write for new catalog 





THE BASSICK COMPANY 


Bridgeport 


Connecticut 
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trial Conference Board shows that 
the prices for 11 out of 12 principal 
farm commodities were much lower 
in September, 1938, that the Sep- 
tember average for the years 1923, 
1924 and 1925. Using the average 
for those three years as a standard 
of comparison, the price of eggs 
was only 19 per cent lower in Sep- 
tember, 1938, while milk was 34 per 
cent lower, and potatoes 54 per cent 
lower. Similarly, feed-grains and 
fodder show marked declines from 
the 1923-25 level, with wheat down 
55 per cent; corn, 51 per cent; oats, 
47 per cent; and hay, 46 per cent. 
In livestock, the decrease in prices 
for sheep was 50 per cent, and for 
hogs, 13 per cent, while beef cattle 
prices alone showed a gain of 11 
per cent over the 1923-25 September 
average. [Illustrating the present 
low return to farmers from the prod- 
ucts they sell, September prices of 
wheat, oats, cotton and wool were 
the lowest for the corresponding 
month since 1932; of corn, the low- 
est since 1933; of sheep and hogs, 
the lowest since 1934; and of milk 
and potatoes, since 1935. 
* * * 


Electrical Merchandise — 
Third quarter sales of electrical 
goods showed a slight gain over 
those of the second quarter in the 
industry statistics. Last year there 
was a drop of about 16 per cent 
between these quarters. 1938 third 








Spoka:, 





quarter sales, however, have not yet 
reached up to last year’s compari- 
son; in fact, the lag is more than 
25 per cent, largely due to sales 
losses in the industrial field. The 
electrical industry statistics, which 
include motors, storage batteries, 
domestic appliances, and industrial 
equipment, show a third quarter 
sales total of $159,000,000, com- 
pared with $216,000,000 a year ago. 
September household refrigerator 
sales have just been announced 
by the Manufacturers Association, 
showing a total of 72,050 units, com- 
pared with 87,842 in September, 
1937. Sales for the first nine months 
of this year were 1,222,000, com- 
pared with 2,117,000 in the nine 
months of 1937, showing that recent 
losses are far less sharp than the 
average during earlier months of the 


year. 
* & & 


A Real Pick-up—tThere is an 
evident quickening in the flow of 
retail hardware sales throughout all 
sections of the country. Not only 
do the merchants themselves testify 
that “trade is opening up,” but their 
own orders are better assorted and 
more frequent. Quantities are still 
conservative, but the retailers’ 
monthly totals of buying are notably 
larger. There is more willingness 
to order new lines and items—to 
diverge from the bare showings of 
the want book. It is sinking in that 


LaSalle Map of Business Conditions 


For December, 1938 

















many prices are very low, and not 
at all likely to drop lower, so that 
this contributes to the buying mood. 
Quite a few retailers are able to re- 
port a sales rate for November which 
surpasses that of last year. Dollar 
sales, modified by generally lower 
prices, probably still average a little 
lower than a year ago. 


* #2 


Outdoor Pursuits—The open 
and warm Fall has lengthened mate- 
rially the season of active sale and 
use for outdoor athletic and sports 
equipment, for building supplies, 
especially roofing, and for tools. 
Steady gains in residential building 
and in home modernization projects, 
are cheering news for all branches 
of hardware manufacture and dis- 
tribution. The next best thing to a 
fast increasing population (which 
late census estimates show we do 
not have) is a tendency on the part 
of our depression-crowded dwellers 
to spread out. And it is a helpful 
trend nowadays that winter, when it 
comes, no longer shuts off either 
building, or traffic, or outdoor work 
or play. 

* * * 

Holiday Merchandise— Tra- 
ditional types of Christmas goods 
are selling at a rate reported 
in most sections as better than last 
year’s early volume. These standbys 
include. of course, toys, sleds and 
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WARWICK DESIGN—Heavy, massive. 
Dates back to the early days of England. 


Gin erm lls 


CURLY LOCK DESIGN—Reflects the 


true Colonial spirit. 


Gp comes ooo 


No 





DORCHESTER DESIGN—A popular i te. | 


design of high quality and texture. 


McKINNEY MANUFACTURING CO 


YEAR HOMES. Architects, builders and home owners 
have long appreciated the high quality and true authentic- 
ity of McKinney Forged Iron. This same hardware is 
offered to you now at a price within reach of everyone. 








need now to specify 5 YEAR HARDWARE for 20 


ALHAMBRA DESIGN—In keeping 
with the feeling of Southern European 
Architecture. For the larger home. 









HEART DESIGN—Graceful yet sturdy. 
Maintaining the texture of early Colonial 
days. 


MMR 


BEDFORD DESIGN—One of the newer 
numbers which has proven popular with 
builders of small homes, 


MPANY - PITTSBURGH, PA. 








DESIGNERS AND MANUFACTURERS OF 


GOOD HARDWARE FOR 72 YEARS 
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CARLTON scconcine 


CAKE SAVERS, 


— 





A colorful display of 
Carlton Cake Savers at 
this season will interest 
women who want an at- 
tractive, handy container 
for carrying foods to par- 
ties. Carlton features are 
the patented edge seal 
that keeps foods clean, 
fresh and tasty, and the 
one-piece locking handle 
which makes carrying 
easy. Order of your job- 
ber, display them, and see 
the dollars roll in. 






meee ae 
nen 


Carrollton, Ohio 
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KEIL 
ua! 


PUTS MORE 
PROFIT IN 
KEY CUTTING 


As long as people lose keys there'll be 
money in it for you—if you cut them 
quicker, easier and more accurately with 
this NEW #10 KEIL KEY DUPLICATOR. 
Its refinements over older machines make 
it first choice for the man who looks for 
profit from his key business. Here’s why— 


A Precision Machire with Long Life, High 
Speed Steel Cutters and adjustment to take 
up any cutter wear. Cuts keys with great- 
est accuracy and speed. Duplicates cylin- 
der, flat steel, and malleable iron bit keys. 


A bigger machine so it doesn’t cramp fin- 
gers. Plenty of room to set up and cut 
keys without catching fingers in cutters or 
guiders. 


Aluminum chip guard covers cutters auto- 
matically when key is being cut. Auto- 
matically moves back when finished, making 
the work visible. 


New type reversible, accurately machined 
steel vises have bull-dog grip. Vises move 
quickly, easily and accurately in all direc 
tions. Slotting guides follow old keys 
easily. 


Write for the other important details about 

our New $10 Machine. 
Keil has made locks, latches, key machines and 
key blanks for over 60 years. Our unusually 
large assortment of different blanks will meet any 
requirement. If ‘‘keys’’ are good business to you 
it will pay to have the new KEIL No. 40 Catalog 
on hand. Write for a copy today. 


KEIL KEY BLANKS 
ARE USED FROM 
COAST TO COAST 


=KEIL™ 
wr 


FRANCIS KEIL & SON, INC. 
401-425 East 163 ST., NEW YORK, N.Y. 
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skates, silverware and jewelry, by- 
cycles, wheeled toys, and, in all re- 
cent holiday seasons, radios and 
electrical housewares. But this year, 
there is a new impetus in the gift 
demand for luggage, travel kits, 
cameras and adult games—also, for 
personal weighing scales. Table 
tennis seems still to be gaining in 
popularity, with leading jobbers 
stocking the tables as well as a 
variety of rackets and accessories. 


* + 


Cost of Living—The cost of 
living of U. S. wage earners in 
October declined slightly, 0.1 per 
cent, from September, according to 
the monthly survey of the National 
Industrial Conference Board. The 
seasonal increase in coal prices was 
offset by declines in the cost of food 
and clothing. Living costs in October 
were 4.1 per cent lower than a year 
ago, but still 19.7 per cent higher 
than at the 1933 low. October food 
prices had declined 8 per cent be- 
low a year ago, rents averaged 2.9 
per cent lower, and clothing prices 
were 7 per cent lower. The purchas- 
ing value of the dollar in October 
was 0.2 per cent higher than in 
September, 4.4 per cent higher than 
in October, 1937, and 18 per cent 
higher than in October, 1929. 


* + 


Freight Traffic—Freight car 
loadings during the week ended 
Nov. 12 declined 5.4 per cent, to 
636,710 cars. The decrease, which 
was slightly less than seasonal, was 
shared in by all commodities except 
coke, which showed only a small 
gain. As compared with the corre- 
sponding week a year ago, loadings 
were off 7.2 per cent, a smaller per- 
centage decline than in any similar 
period so far this year. Of the drop 
recorded in this latest week, miscel- 
laneous freight accounted for the 
greatest proportion—14,000 cars— 
with grain, ore and less-than-carlot 
merchandise also showing decreases. 


* + 


Electric Output—In the week 
of Nov. 12, electricity produced in 
the United States, for light and 
power, gained 0.1 per cent over the 
first week of the month, and was 
ahead of last year’s comparison by 
1144 per cent. The general better- 
ment of industrial operations is in- 
dicated in the topping of 1937 fig- 
ures, by this significant index. 

* © # 


The Motor Industry — En- 
couraged by high attendances and 
better sales than last year at the 
leading “shows,” automobile output 


advanced to 96,735 units during the 
Nov. 19 week. This compared with 
85,757 in the like week of 1937. 
The week’s production established a 
new high rate for the year and was 
the highest since August, 1937. With 
field stocks still far below normal 
and buying generally good, present 
output rates or better are expected 
for the balance of the year. 


> & © 


Machine Tools — Factory 
equipment and tools have shown 
substantial sales improvement dur- 
ing recent months. Orders during 
October advanced slightly above the 
September level, and the month was 
the best of 1938 for some sellers. 
One of the most encouraging factors 
in the outlook for the industry is 
the proposed increase in prepara- 
tions for national defense. The Na- 
tional Defense Power Committee has 
announced that the utilities will 
spend $250 million for generating 
equipment. Some electrical equip- 
ment companies have already issued 
inquiries for machine tools on the 
basis of orders that they expect to 
receive from this source. 


“My Customers Like 
New Things” 
(Continued from page 48) 


leading to further sales of lamps 
for the office and the home. By 
making numerous calls from office 
to office and building to building 
with these specialty items much 
increase in dollar volume has been 
enjoyed. 

The telephone is always a ready 
aid to the salesman and Mr. Par- 
sons has as part of his daily rou- 
tine the telephoning of from 12 
to 14 people on his up-to-date list 
of prospective purchasers. Early 
each morning these calls assist in 
organizing the day by making ap- 
pointments and securing tele- 
phone orders before commencing 
on his rounds uptown. 

We all have thoughts tucked 
back in cur craniums gathering 
dust and perhaps we might take 
note of Mr. Parsons’ success 
along these novel paths, adapt 
some of our schemes to produc- 
tive ends, and roll a few more 
dollars to the order pad each day, 
always keeping in mind the philos- 
ophy “More Calls—More Inter- 
views—More Business.” 
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Arcade Craft Tools give 
the home _ craftsman 
greater values than was 
ever thought possible. 
Designed and engineered 
right. Quality built for 
long service and accurate workmanship. Priced 
to demand attention. Write now for FREE 
CATALOG illustrating this complete, quick-sell- 
ing line of Bench Tools, Model Makers and Ac- 
cessories. Order from your jobber. { 


ARCADE MFG. CO. 
1201 Shawnee St., Freeport, Ill. 


. . » Note these 
Retail Prices... 


Disc Sander, 8/2” $5.00 
Drill Press, 15” — 


Sea 8.00 
Lathe, 8” Swing, 30” 

between = 9.50 
Band Saw, 10” ..18.00 
Sages Saw, ra blade 


Prices west of 
Rockies slightly 
higher. 
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Every One 
Hardware 
a Copy. 





Indispensable for 


1 Calling on Hardware 


3 Direct Mail Work 
(t Lists: 


SHELF HARDWARE JOBBERS 

HEAVY HARDWARE JOBBERS 

MILL SUPPLIES DISTRIBUTORS 

PLUMBERS’ & TINNERS' SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 

HARDWARE CHAIN STORES 

HARDWARE ASSOCIATION LISTS 


239 W. 39th Street 





WHOLESALE 
HARDWARE 
HOUSES 


2 Your Credit Department 


of 


Selling Through 
Channels Needs 


Jobbers 





PRICE 


$10. 


A COPY 


Remittance 
with Order 











HARDWARE AGE VERIFIED LIST 
New York, N. Y. 











Here is the new $10.00 


CASCO 


ELECTRIC SAFETY RAZOR 





@ New in principle—Hi-Speed rotary cutting. 
@ New in design—brush type motor. 
@ New in color—lustrous gray tenite case. 


@ New in performance — shears long or short hair 
close—but no cuts.or burns. 


@ New in price for 
a quality shaver. 
$10. 


@ New in action— 


QUIET. 


Find out all of 
these profitable 
selling points now 
—from your job- 
ber, or write for 
complete details. 


CASCO 
PRODUCTS CoRP. 


BRIDGEPORT, CONN. 


V> 


WYSPELED 


ELECTRIC SAFETY RAZOR 





Above—Counter display card No. R5— 
7 x 10” window display card No. R4 
18 x 25”. Processed in 8 colors. 





DECEMBER 1, 1938 


69 








FOR RETAIL 
HARDWARE 
7>'tTORmeE ss 


New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


Damper-Installator 


Said to eliminate all guesswork in 
installing dampers in stove pipes. Made 
of heavy strap steel, white nickel finish. 





With this single tool, maker states the 
Griswold American damper can be in- 
stalled in about one-half minute in any 
stove pipe. The Installator serves as an 
anvil for punching the holes with the 
sharp pointed Griswold damper spindle. 
No other tools are necessary except the 
Installator and the damper spindle. The 
Griswold Mfg. Co., Erie, Pa. 


Sanitary Pail 


New in design and mechanical fea- 
tures. New lever system, connecting 
foot pedal and the lid, is “out of sight” 
giving the container a smooth, stream- 
lined effect. Convenient carrying han- 
dle has been provided. Each pail is 
furnished with either water-proof bags 
or a galvanized inner pail to make pos- 
sible complete sanitation. Cover can- 
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not accidentally be left open but can 
be thrown back completely for steriliza- 
tion purposes. Built of heavy sheet steel, 
with a solid, double seamed bottom and 
finished in durable baked enamel. Three 
sizes—12-qt., 22-qt., and 30-qt. capaci- 
ties. Each size offered in a variety of 
finishes with lid and base sections con- 
trasting with body color. Justrite Mfg. 
Co., 2061 No. Southport Ave., Chicago. 





[leo Night Latch 


This new Ilco night latch, maker 
states, looks much larger and heavier 
than others of its type, but will actu- 
ally replace any standard backset model. 





Latch and strike have been built up, 
yet external dimensions have not been 
increased. Latches are furnished with 
either cast brass or die cast pin tum- 
bler cylinders and may b¢ keyed alike 
or master-keyed. Independent Lock Co., 
Fitchburg, Mass. 





Slicing Knife 

Has serrated edge and is mirror-pol- 
ished and furnished in variety of semi- 
tropical handles. Blade is extra heavy 





stainless steel with full tang construc- 
tion, showing on back of handle only. 
Cuts hot breads and cakes, meats, etc. 
Edward Katzinger Co., 1949 N. Cicero 
Ave., Chicago, Il. 


Vertical ““Red End” Rules 


Have inch numbers on both sides 
placed vertically, ie., running perpen- 
dicularly from top to bottom. Figures 


























are never upside down to the user. 


These rules are offered in six-foot 
length, in white enamel finish and two 
types; No. V-66 with outside marking, 
that is with zero of both ends falling 
outside when rule is closed, No. V-66-F 
with inside of lat marking—numbering 
commences on inside face so measure- 
ment lies close to the work even with 
rule but partly open. Rules are rust- 
proof, have solid brass strike plates, 
solid brass lock joints. Sections are of 
straight grain, tough and flexible hard- 
wood: graduations, 16ths of inches; 
snow white enamel finish and ends in 
gloss red. Supplied either with or with- 
out folding end hook. The Lufkin Rule 


Co., Saginaw, Mich. 


Automatic Push Drills 


Nos. 482 and 483 are spring controlled 
and supplied with eight sizes of drill 
points 1/16 to 11/64-in. All exposed 
parts, except handles and drill points, 
are chromium-plated and highly finished. 
Handles serve as magazine for the drill 
points. No. 482 has a hardwood handle 
with transparent plastic ring next to 
metal cap, making the cutting parts of 
the points visible. No. 483 has com- 
pletely transparent handle. Working 
parts of these tools are fully enclosed. 
Greenlee Tool Co., Rockford, Ill. 


————— 
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-Kitchen Oil Heater 


This oil-burning, flue-connected model 
of the circulating type is powerful 
enough to keep the kitchen and adjoin- 
ing rooms comfortably warm. 


Com- 





pactly built and finished in harmonious 
white porcelain enamel, it is set up at 
one end of the gas or electric range 
and adjusted to the level of the cook- 
ing top. Heater has two sleeve-type 
burners, using range oil or kerosene. 
May be equipped with coil to deliver 
constant supply of hot water. Cast- 
iron cooking top with two lids affords 
additional cooking space. Florence Stove 
Co., Gardner, Mass. 


Wooster Brush Items 


The Wooster Brush Co., Wooster, 
Ohio, has announced two new sash tools 
for its Lindbeck line and new Roman 





angular varnish and black angular fin- 
ishing brushes. The Lindbeck double 
sash tool is longer and heavier than 
the original Lindbeck single and has 
the regular sash tool handle. It is made 
in sizes of 1 in., 1% in. and 2 in. The 
Roman angular varnish brush can be 
used as a short-handle sash tool as well 
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as a varnish or enamel brush. It is 
made in 1 in., 1% in. and 2 in. sizes 
and also furnished as an assortment in 
an attractive display vender. The black 
angular finishing brush is made in 3 
and 31% in. sizes only. It is a very 
full stock brush and is suited for large 
sash and trim and for high-grade finish- 
ing work. 


All-Weather Ski Wax 


For racing, running or climbing. Said 
to perform perfectly at any temperature 
on metal edges of skis as well as their 


Door ErASE 


ALL-WEATHER SKI WAX: 





Lhais wertaal “Jiggs 


wood surfaces. Provides a tough, elas- 
tic, friction-proof film and is said not 
to become brittle or chip off at low 
temperatures. Supplied in cylindrical 
stick form in a handy push-bottom 
lithographed metal container. American 
Grease Stick Co., Muskegon, Mich. 


Bookkeeping Record 


The Commonwealth Publishing Co., 
Suite 921, 508 S. Dearborn St., Chi- 
cago, has announced a simplified Lib- 
erty Income Record suited to the needs 
of the average small and medium-sized 
retail dealer. All the necessary record 
forms are provided in sufficient detail 
for all practical purposes and bound 
securely in a single volume, including 
complete weekly and daily cash records, 
annual recapitulation forms, financial 
statements, monthly expense analysis 
forms, notes receivable and payable rec- 
ords, inventory pages, and an ample 
indexed ledger which will accommodate 
nearly 1000 accounts receivable and 
payable. It also provides accurate and 
complete records for taxation purposes 
as described by law. The publisher’s 
price of $5 includes advisory service on 
bookkeeping problems, tax exemption 
advice and additional ledger sections 
and inventory pages supplied to the 
dealer without charge ,during the entire 
year as long as the Liberty record re- 
mains in use. 


Anniversary Promotions 


Information on how manufacturers 
may profitably stage anniversary promo- 
tions is contained in a bulletin issued 
by the Dennison Mfg. Co., Framingham, 
Mass., entitled, “How to Plan for Your 
Anniversary,” and is available upon re- 
quest. Information is given under such 
headings as: How to Start; Anniver- 
sary Seals; Finding a Theme; Anni- 
versary Copy Slants; Free Publicity; 
Anniversary Tags; Special Books; Other 
Media; How Often Should Anniver- 
saries be Promoted? Getting Civic Co- 
operation; Anniversary Story in House 
Magazine; New Package or Product; 
Maintaining Internal Interest; Anni- 
versary Window Displays; Designing 
Special Insignia, and Using Anniver- 
sary to Stimulate Salesmen. 








HAS ID) 


TOOL OF 1001 USES 






THE HOBBY GIFT 
OF THE YEAR 


Backed by a powerful 
Christmas cam- 






paign and 9 years 
of continuous ad- 
vertising in na- 


tional publications, outs 
the Handee should Cuts 
head your list of Saws 
gift items. Small e 
stock investment, 


quick turn over 
and  year-around 
demand for acces- 
sories make it a 
real profit-maker. 


STANDARD MODEL $10.75 with 3 accessories 
DELUXE MODEL $18.50 with 6 accessories 


ULTRA DELUXE SET—A deluxe Handee and 27 
of the most popular accessories in a convenient car- 
tying case—$25.00. An outstanding Gift Item. 





FREE—Demonstrator Set 
Requires only 2 sq. feet of counter space 
weeey prospect wants the Handee when he 
tries it. 











Accessory Display Case 


Has increased accessory sales 
%. Glass top 







from world’s largest 
oF “Anest supply. 


HANDEE PORTABLE 
ELECTRIC IRONER 
Retails at $26.95. 
Sensational Xmas Seller. 
Get Details. 

Send for Data on Special Deals, Including 
Accessory Case and Free Demonstrator Set. 


CHICAGO WHEEL & MFG. CO. 
Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. HA Chicago, Ill. 











Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 

Therefore, if you do not 
find in the current issue of 


the Directory Number the 


product you are interested 


in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 


© 
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“Rope Retailer” 


The Waterbury Rope Co., 401 Park 
Ave., Brooklyn, N. Y., has announced 
its “Rope Retailer” and new 100-foot 


(Patents Pending) 





reels, the first device of its kind for 
displaying and merchandising “pack- 
aged rope” in the retail hardware store. 
The attractive all-metal display stand 







Now Brin 





= 





This Tiny Wall Bracket 
gs You..:- 


6 SALES..6 PROFITS 


nstead of One! — 


DAZEY KITCHEN HELPS 
rms PAY BIGGER PROFITS, TOO! 


OPENS & SEALS IN many stores, DAZEY DELUXE Can Openers actually out- 


occupies less than four square feet of 
floor space. It accommodates two com- 
plete sets of %, 5/16, % and % in. 
diameter pure manila rope in 300-ft. 
units consisting of three continuous 
100-ft. reels. Customers may purchase 
the 300-ft. unit intact, or a single knife 
stroke will separate the individual reels, 
giving a 200-ft. or 100-ft. “package” of 


any required cut length. No weighing 


is necessary. According to the manu- 
facturer, in addition to reducing inven- 


tory investment, storage space and han- 
dling on the part of the retailer, tests 


in key locations indicate that many cus- 


tomers prefer the economy and conve- 


nience of the 100-ft. reels, and the re- 


tailer’s profits are protected since he 
Pp Pp 


buys by the foot instead of the pound. 
Replacement reels are shipped in com- 
pact corrugated cartons that keep the 
rope in perfect condition for display. 





Galvannealed Sheets 


The Republic Steel Corp., Cleveland, 
Ohio, is offering an attractive 12-page 
folder entitled, “Why I Should Use 
Republic Galvannealed Sheets.” Details 
are included on advantages of galvan- 
nealed sheets, corrosion resistance, form- 
ing, uniformity, coating, uses, grades 
and finishes, chart on gages and sizes 
and tables of extras for widths and 
lengths. Text is supplemented by 31 
illustrations. 

















ARS-BOTTLES sell cheaper kinds by as much as 7 or 8 to one with up 





to 20 times the profit per sale. That’s reason enough for 
pushing DAZEY openers to the limit. What’s more, every 
sale of a DAZEY DeLuxe at $1.79*, DAZEY Senior @ $1.49*, 
or DAZEY Junior @ 78¢* puts up that famous wall bracket 
in your customer’s kitchen. There, it’s a constant reminder, 
which in time, is almost sure to lead to the sale of other 
DAZEY KITCHEN HELPS—DAZEY Nut Cracker @ $1.39*— 
DAZEY Triple Ice Crusher @ $3.75* or DeLuxe Model 
$5.75*—DAZEY Super Juicer @ $1.89*—DAZEY Opn- Seal 
@ $1.79* or DAZEY Sharpit @ $1.58*. If you aren’t already 
in on these extra profits—CALL YOUR JOBBER. 


SHARPENS CRUSHES Sold Only Through Jobbers & Dealers 





THINGS 
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DAZEY 


ICE CUBES “Minimum Retail Prices; Slightly Higher West of Rockies 


CHURN & MFG. CO.—Dept. W-13 





4301 Warne Ave., St. Louis, [Mo. 





Improved Utility Cabinet 


An adjustable steel partition for di- 
viding the drawers of the 27-drawer 
steel utility cabinet into three parts has 


STEEL DRAWER 
PARTITIONS # 55 





been announced by the Standard Steel 
Products Co., 380 Main St., Poughkeep- 
sie, N. Y. The shipping weight of the 
new cabinet is 105 lbs. and it retails 
for $15.00. Partitions retail for 40. cents 
per drawer additional. 





Faucet Reseater 

“Cone-Trol” is a home tool which a 
woman can use, and which is said to 
insure automatically a perfect level. 
Maker states there is no cutting and 





no “off-center” result. ‘“Cone-Trol” 
weighs less than two ounces, is nickel- 
plated and built for long use. Extra 
disks come with “Cone-Trol.” Sug- 
gested retail selling price is 25 cents 
each; dealer’s discount, 40 per cent. 
Grinding disks come 12 in an envelope 
which sells for 10 cents. Each reseater 
is stapled to a card, packed 12 in a 
display carton. Variety Products Co., 
4175 W. 140th St., Cleveland, Ohio. 





Clinker Remover 


This new improved Klink-R-Tong is 
designed for removing clinkers from 
any grate without “fuss or muss.” Has 
solid steel shank for strength; extra 
length, 40 in. overall, and sure-grip bal- 
anced handle. Six-in. tongs are of flat 
steel. Trigger rod is of heavy gage 
steel. Aluminum finish. Tied in bun- 
dles of 12. Michigan Wire Goods Co., 
Niles, Mich. 
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Jackknife Screw Driver 


This combination tool is designed for 
electricians, auto mechanics and house- 
holders. Looks like a standard tip, 
6-in. blade screw driver but in the han- 


Ml 1a CK KNIFE 
>) JAC 
screw OF 





dle there is a jackknife that opens out 
easily when wanted. Made in two 
styles: No. 1022—has jackknife perma- 
nently locked in the natural color hard- 
wood handle and retails for $1.00 each; 
No. 1023—jackknife can be easily re- 
leased from metal sheath in handle by 
pressing a button and used as a sepa- 
rate tool. Handle is of shockproof 
“Stanloid” composition. Retail price, 
$2.00 each. Prices are slightly higher 
west of Missouri River. Both styles are 
packed six in display carton that hold 
one of the tools. Stanley Tools, New 
Britain, Conn. 





Monarch Twin-Brush 


The Monarch Twin-Brush is flexible 
and interchangeable and is made in a 
variety of fibers suitable for every kind 
of cleaning. Because of its construc- 
tion, the brushes can be quickly 
changed for any type of cleaning de- 
sired. All metal parts are protected 
against rust. Handle has a_ screw 
thread to hold the brushes securely. 
Cleans floors, walls, ceilings, etc. A 
smaller twin-brush is the Little Mon- 
arch Twin-Brush which is identical with 
the large model except in size and 





weight. It is suited for both industrial 
and household uses. Industrial Twin- 
Brush Corp., 8 Beach St., New York 
City. 








“Champion” Ash Sifter 


No. 50—all-wire construction of No. 
8 and No. 10 best steel wire, electric 
welded at front and fastened at back 
by two pieces of bevel-edge steel se- 
curely riveted. Blade, 8% in. by 14 in. 
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“Quicklick” Mop 

















Has its own patented wringer, which 
makes it possible to: wring the mop 
practically dry with a few simple twists. 
Metal parts are cadmium plated. Mop 
head is reversible and easily replaceable. 
Suggested retail selling price, $1.00. 
Quicklick Mop Co., 1522 Juneway Ter- 
race, Chicago. 


New Soldering Package 
The Ruby Chemical Co., Columbus, 


Ohio, is introducing a series of new 
package designs, consisting of litho- 
graphed cans, new label designs and 
attractive counter display cartons. The 









For Per 


THE Famous 


RED osm FLUX 


Oe UST ON aL METALS 





illustration shows the new can of Ruby- 
fluid soldering paste with a newly de- 
signed lithograph can top, and packed 
12 two-ounce cans in a new and attrac- 
tive counter display carton. This ma- 
terial is also packed in 4-oz., 8-oz., 1-lb., 
cans, and 25-lb. and 60-lb. pails. 


Maple handle, 36 in. Tied in bundles 
of one-half dozen. No. 51 Deluxe is of 
same general design as the Champion 
but reinforced and strengthened with 
heavy truss-like wire formed and welded 
to back. Packed six to bundle. Michi- 
gan Wire Goods Co., Niles, Mich. 
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Meet Every Demand 
of Your Trade with 


U 45 POULTRY / 
NETTINGS e 

You simplify buying, stocking and re-ordering.... 
hold down inventory .... speed up turnover, 
when you standardize on U. S.HEXLOK and 
U. S. STRAITLOK Poultry Nettings. These 
superior hexagon-mesh and straight-line fabrics— 
from one dependable source—fill every demand 
of your trade; meet every phase of competition; 
give outstanding consumer satisfaction; build 
profitable repeat business. 

U. S. HEXLOK and U. S. STRAITLOK 


Poultry Nettings are distributed only through 
the regular wholesale and retail trade. Ask 


your Jobber—or write for complete information! 


INDIANA STEEL & WIRE CO. 


Muncie, Indiana 


rm 


ys 
~QULTRY NETTING 


Low-Priced Steel Tape 


A new Wyteface steel tape, one third 
lower in price than previous models 
and designed for general use, is of- 


fered by Keuffel & Esser Co., Hoboken, 





N. J. This new tape has black gradua- 
tions on a crack-proof white surface, 
easy to read even in poor light. White 
surface is firmly bonded to the steel. 
This new tape is called “Favorite Wyte- 
face” and has a long-wearing black 
leatherite case, nickel plated mountings, 
a sturdy simplified center, long-foldings, 
self-opening handle, and a_ patented 
friction brake to eliminate backlash. 
“Favorite” is made in 25, 50, 75, and 
100 ft. lengths. List prices begin at 
$3.50. 


Refrigerator Xmas Display 


This Christmas display of a jolly old 
Saint Nicholas with a refrigerator as a 
body has been announced for its deal- 
ers by the Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio. The head, 
shoulders and arms are papier maché 
and are so placed on the refrigerator 
that they lend the impression of a hugh 
figure of St. Nick. The Christmas pro- 
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motion also includes the offering of a 
Westinghouse percolator as a gift to 
owners of refrigerators who supply the 
dealer with the name of one good 
prospect. A gift token is offered pur- 
chasers whose refrigerators are not to 
be delivered until on or after Xmas, 
consisting of a refrigerator recipe book 
with a gaily decorated greeting card. 


Hammer Display 


This new display unit contains six 
hammers and displays three. Carton is 
the display and takes up no more room 
than one hammer as usually displayed 
on counter or display table. Unit No. 
36 contains one Plumb advertised ham- 
mer—red handle and black head to re- 
tail for $1.25; two Philadelphia nail 





hammers to retail at 98 cents each; 
three Servall hammers to retail at 69 
cents each, and three Servall hammers 
to retail at 49 cents each. Colorful 
cards are provided. Fayette R. Plumb, 
Inc., Philadelphia, Pa. 


Xmas Sales Helps 


The Burgess Battery Co., Freeport, 
Ill., is offering a Christmas background 
card, about 36 in. high and 26 in. wide 
and lithographed in six colors. The 
buying suggestions on the card offer 





a tie-in for a window having assorted 
Christmas merchandise. Also available 
is a miniature counter flashlight mer- 
chandiser of the same design, contain- 
ing six flashlights in three price ranges. 
All flashlights are Cellophane-wrapped 
for gift sales. 


Disston Hand Pruner Display 


The Disston Introductory Sales Stock 
No. 538 is a balanced stock to meet the 
requirements of the hardware dealer 
both in variety of patterns and range 








“EVERYONE a REAL VALVE 


of prices. Consists of three hand 
pruners to retail at 60 cents, three re- 
tailing at 75 cents, three retailing at 
$1.00, two retailing at $1.50, and one 
retailing at $2.00. Packed in individual 
boxes with a display in a container. 
Display is of two-plane construction, a 
45-deg. slope supporting the pruners. 
A vertical plane at back carries an at- 
tractive illustration. Folding box-type 
easel completes the display. Merchant 
takes one of each pattern from boxes in 
stock unit and places them in their re- 
spective positions. Henry Disston & 
Sons, Inc., Philadelphia, Pa. 





Single-Room Oil Heater 


Known as “radiant-circulator” because 
it both radiates and circulates heat. 
Made especially for use in single rooms 
such as kitchens, living rooms, etc., and 
for use in offices, cabins, work shops, 
filling stations, cottages, etc. Heater has 
grilled cabinet and is finished in wal- 
nut-brown duroplastic enamel. Has 
three-gallon fuel tank, automatic fuel 
control valve, manual heat control, high 
efficiency Coleman burner with low- 
flame fuel saver. Has heat output of 
27,500 B.t.u.’s per hour. The Coleman 
Lamp and Stove Co., Wichita, Kan. 
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CLEMSON 
Laun Mower 








mower profits this Spring. 


@ Easiest running. Most accurate cutting. 
Simplest adjustment—no tools. 
giving full 17” 
baked enamel. 
No oiling, no greasing, no grinding. 
Written guarantee of full satisfaction. 


+ or write direct for details. 


Madel C-17 


CLEMSON BROS., INC., Middletown, N. Y. 
@ 8695 


Lively consumer interest has already 
built up tremendous profit possibility 
for jobbers and dealers featuring this 
exclusive advance in lawn mower de- 
sign. With Clemson’s heavy-weight 
' merchandising campaign ready to 
\ back you up, these sensational fea- 
tures can carry you to new highs in 


Fewest pat and Eattect weight of any mower 
e 


e 
. 
@ Smart finish —full chrome plate and yellow 
+ 
e 


Ask your jobber about our complete money- 
making deal which includes dynamic sell- 
ing helps paving the way to greater profits 


SPINNERS 


Cash in on artificial 
fireplace Reflector 
Spinners. Practically 
every home has a 
fireplace. Each must 
have two Reflector 
Spinners—an integral 
part of modern fire- 
place equipment. 


The GAMMON Re- 
flector Spinner is in 
huge demand be- 
cause it is ready for 
immediate use— no 
bending or adjusting 
is necessary. Your 
cost is several pen- 
nies—it sells for be- 
tween 10c. and 

Piace GAMMON 
Reflector Spinners in 

TWO COLOR DISPLAY CARD Fe smart:looking 
aac P rs 
lor boxes on the striking Display Cards on y , 
pe or in your window. Show the Spinner La ge 
tion. Place it on a bulb. Customers stop to watc 
volve and instantly buy! ‘ ie 
il! need a large supply to keep up wi ° 
daneus aomand so be prepared! Order directly from us 
or from your jobber—and DO IT TODAY! - 
JOBBERS and DEALERS! Franchise for your territory 
may still be open—write today! 


BENJAMIN W. GAMMON 
177 LAFAYETTE STREET NEW YORK. N. Y 
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fin Ojaportunity 


To Put More Money in 
Your Cash Register 


We have decided to add a certain number of respon- 
sible firms to our present outlets on a basis that will 
GUARANTEE you LARGER PROFITS than you can make 
on other advertised plant foods. At our prices, you'll 
also be able to get PROFITABLE VOLUME business from 
Greenhouses, Golf Courses, Landscape Gardeners and 
other quantity buyers. 

Remember—LOMA is recognized as America’s finest 
plant food. Complete, scientifically balanced, 100% ef- 
fective. It has been advertised nationally for a number 
of years. Our colorful and handsome new Bags and 
Canisters mark it as the quality product it is. 

For full information, WRITE TODAY. 


TENNESSEE CORPORATION 
61 Broadway New York City 
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DOUBLE TIP-TOP SALES 





"AND MAKE 50% PROFIT! 


Folks buy on sight when NEW 28” Display 
demonstrates 40 Ib. resistance of TIP-TOP 
Liquid Solder repair. TIP-TOP sells fast 
from regular display boards .. . 100% faster 
with demonstrator! Takes small space... 
effective for years. Folks see how TIP- 
TOP solders metal, glass, china, wood, 
leather, etc., with weld-like bond that grips 
like steel! 


Special Deal ONLY $5.00—Sell for 
$7.50—Make $2.50 PROFIT! Original 
deal nets you extra big margin... 
LATER SALES EVEN MORE! OR- 
DER DEAL TODAY from your Jobber, 
or write direct to TIP-TOP. 


















Your Cost Retail 


A—28 inch TIP-TOP Price 
vaee 1.50 

Cc—2 DOZEN TUBES 3.80 °3 
CARDED 5.00 7.50 







YOUR PROFIT 50% 


ALSO SELLS TIP-TOP 
HEATLESS CEMENT! 
If you prefer, buy 1 
Dozen tubes each of 


buy both! Order Spe- 
cial Deal TODAY! 

















TIP-TOP PRODUCTS CO., Dept. B—Omaha, Neb. 
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“Getting Acquainted” 


By SAUNDERS NORVELL 


| ie the New York Times this 
morning there was a picture 
of Major K. K. V. Casey of 
duPont, with a notice of his death 
and a brief story of his life. Major 
Casey was widely known among 
military men in this country, as 
he handled the military part of 
the duPont business. For a num- 
ber of years I met him frequently. 
As we became more closely ac- 
quainted, as we talked about things 
entirely outside of business, I 
found him a man of rare and ex- 
tensive culture, and with great 
charm of personality. I found, 
for instance, that he had accumu- 
lated a wide fund of information 
on various subjects, very foreign 
to military affairs. 

I remember on one occasion 
discussing with him certain fea- 
tures of architecture. We were 
wondering about the house of the 
future. Both of us decided that 
great changes were sure to take 
place in building, especially in 
buildings for homes. 

Major Casey was distinguished 
as being probably the greatest 
long distance rifle shot the world 
has ever produced. He won cham- 
pionships in military shooting not 
only in this country but in foreign 
countries. On three occasions in 
England he captured the long dis- 
tance rifle championship. 

He was rather a quiet man. He 
did not press his friendship upon 
anyone. Friendships with him 
were a matter of evolution. I had 
one peculiar experience in Wil- 
mington, Del., that is worth telling, 
just to illustrate that a little 
knowledge is not always wasted. 
With Major Casey I visited one of 
the stately homes in Wilmington. 
It was built something on the 
English style. There were no steps 
up to the front door. You just 
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walked in. On this occasion, when 
we were greeted by our host, he 
led us into a large room, the walls 
of which were covered with mag- 
nificent paintings. One of these 
paintings, of a naval battle, im- 
mediately attracted my attention. 
“This” I said to our host and the 
major, “is a very curious thing. 
That large picture is that of the 
battle of Lepanto.” “Well” said 
the major, “what happened at the 
battle of Lepanto.” Standing be- 
fore the picture I answered, “The 
battle of Lepanto was fought on 
October 7, 1571. It was between 
the allied Spanish and _ Italian 
fleets under the leadership of Don 
John of Austria, and the Turks. 
The allies won, and this victory 
had a great influence at that time 
upon the history of Europe.” 


The Intimate Details 


“It is curious” I said to the 
Major, “how they fought in those 
days. The Italians, Spanish and 
the Austrians, being allies, 
gathered their ships ‘together and 
then followed a grand round of 
gaiety. The flotilla sailed from port 
to port and everywhere they went 
there were dinners and balls, eat- 
ing and drinking, love making and 
a grand time for everybody gen- 
erally. After several months, just 
by accident as it were, this fleet 
happened to run into the Turks 
near Lepanto on the coast of 
Greece, and they fought that his- 
toric battle.” The major looked at 
me out of the corner of his eye, 
shrugged his shoulders and said: 
—You certainly seem to be well 
posted on the battle of Lepanto.” 

Through the dinner that followed 
I noticed every now and then he 
referred to this battle. There 
seemed to be something on his 


mind. Finally, with the cigars, 
he inquired:—“Now tell me just 
how it happened you came into a 
strange home like this, looked at 
a picture you had never seen be- 
fore, and then told us all this story 
about the battle of Lepanto.” 

Well, I must say that some very 
strange things, when you get at 
the facts, are not strange at all. 
A few evenings before this dinner 
in Wilmington, I happened to 
have an engagement to play bridge 
at the Larchmont Yacht Club. I 
arrived before the rest of the 
party. We usually played cards 
in the library of the club. While 
we waited I casually picked a 
volume from the shelves of the 
library. This book happened to 
be a history of Venice. In the 
book was a steel engraving of the 
very picture that I saw in Wil- 
mington, with a chapter next to it 
devoted to the battle of Lepanto. 
That is where I gathered my in- 
formation. I happened to fix the 
date of the battle in my mind. 

It does seem strange at this time 
to know that back in 1571 the 
Italians, Spanish and Austrians 
were fighting together. In this 
connection I may add that when 
I traveled in Spain I was surprised 
to learn of the close connection in 
years past, that existed between 
the Spanish and Austrian govern- 
ments. When I had explained all 
the above to the major he seemed 
satisfied. After all, however, it 
was odd that just after reading of 
the battle of Lepanto at Larch- 
mont I should run into this picture 
on the walls of a_ millionaire’s 
home in Wilmington. 


* * * 

The managing editor of the 
magazine Sales Management re- 
cently called to have luncheon 
with me. It may interest you to 
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know that this editor happens to 
be a woman. However, I had 
corresponded with her for several 
years before I found out this fact. 
She had just brought out a special 
edition of her magazine on selling. 
This October issue is an encyclo- 
pedia of information in regard to 
the employing and handling of 
salesmen. It took an immense 
amount of work to get this issue 
together. It is full of valuable 
statistics and information for any 
manufacturer and jobber inter- 
ested in selling. 

I read this issue carefully from 
cover to cover, and when I met 
Miss Hahn, the editor, I told her 
that while I thought this edition 
of the magazine was an especially 
valuable one, and a worth while 
addition to the files of any busi- 
ness, however in all the articles. 
in all that was said about handling 
salesmen, not a single writer had 
suggested what to me was the main 
idea in salesmen’s management, 
that idea being to take time 
enough to get acquainted with the 
salesmen. I said that in my judg- 
ment a lot of these sales managers 
were just so busy that they at- 
tempted to handle salesmen on the 
basis of formulas instead of by 
actually knowing them. I told her 
that in the past five years I had 
discovered a great truth about life, 
and that was , we cannot enjoy 
life, which includes our families, 
our friends, our business, travel, 
food, books, etc., unless we actual- 
ly take the time to find out what 
it is all about. 


Can You Hold Friends? 


How can you hold a friend with 
a five or ten minute interview 
every two or three years? How 
can you know your family, your 
children for instance, if you prac- 
tically never meet them? How can 
you really enjoy a book or a pic- 
ture unless you take time to read 
the book carefully, and time to 
look at the picture and really see 
what it means? I can see busy 
business executives starting their 
day. On their desks are pads with 
their engagements, Everything is 
on the budget plan. Naturally 
these men are nervous. If you 
stay over five minutes with them 
they glance at their watches. They 
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think having a lot of these five and 
ten minute interviews during the 
day is being terribly busy. They 
go home at night, grab a highball 
and tell their wives how tired they 
are. And no doubt, they are tired. 

I am wondering just how much 
real good has been accomplished 
by these twenty or thirty ten min- 
ute conversations during the day. 
Of course I know that the average 
top executive today is so busy in 
his office that when you call on 
him about all he does is to find 
out what your business is, and 
then he refers you to some head 
of department to handle your case. 
I suppose too that he is right be- 
cause no doubt a head of depart- 
ment knows more about the matter 
in hand than the president, but 
the trouble is while the head of 
department may know, usually he 
has no authority to act. The 
president does not claim the 
knowledge, but he does hold on to 
the power of decision. So the 
matter in the end must come back 
to him. One very successful presi- 
dent of a large corporation re- 
cently wrote me when I took up 
a matter with him, that he had 
reached a stage in his evolution 
as an executive when he did noth- 
ing but make decisions. All mat- 
ters were referred to his heads of 
departments, and they came back 
to him with their recommenda- 
tions. He then decided what 
should be done based on these 
recommendations. That of course 
no doubt is a good plan. But the 
point I am making is how much 
does this chief executive actually 
get out of life. How well does he 
know his customers, his heads of 
departments and his salesmen if he 
just sits around making decisions. 


* * * 


This line of thinking leads to 
another thought. The secretary 
and the office boy should really be 
the best posted business people on 
earth. The reason that they should 
be so well posted is because of the 
great value of the matter that 
comes to them in the mail every 
day in the form of circulars, letters 
and pamphlets that they throw in- 
to the waste basket. Now in the 
past few years, not having been 
very hard pressed with the rush 
of clients, I have had more time 
to read letters, circulars and pam- 
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“RED END” 


If you want to get real turn- 
over, you'll find no other 
quality folding wood rule to 
beat a Lufkin "RED END.” 
Everyone likes the way they 
feel, likes the smooth-working, 
rust-proof brass spring joints 
and strike-plates that prevent 
wear on markings. 
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phlets than ever before in my busi- 


ness experience. What strikes me 
is the remarkable value of all this 
matter. I could not help saying 
to myself:—“Have I been missing 
all of this information that I could 
have merely for the reading all 
these years?” I am afraid this is 
true. Being the busy executive 
for a good many years of my life, 
I had the waste basket habit, even 
if the good stuff should happen to 
percolate to me through the secre- 
tary and the office boy. 


Read the Trade Papers! 


Take our great trade journals. 
How many of our busy executives 
actually read them? Of course I 
know some of the articles in these 
journals are very tiresome, very 
boring. Of course I know there 
is a lot of repetition, but after all, 
if you will pick up almost any 
trade journal in any line and sift 
the wheat from the chaff, you will 
find a lot of wheat. What I am 
leading up to is that busy execu- 
tives will take the time to go to 
conventions. Convention chairs 
seem to have been designed by the 
devil himself. They are all un- 
comfortable. They have no arms. 
Conventions are always late in 
getting started. You sit and wait 
and wait. Then the speeches, be- 
ing prepared, typed, reread and 
rewritten for publication, when 
finished usually have squeezed all 
the real vitamins of critical or con- 
structive thought out of them. 
When you listen to the average 
speaker, you just try to figure out 
between the lines what he would 
like to say. We only get the real 
truth when people get mad and 
want to fight. 

That is why I think that in every 
convention program, instead of 
having it cut and dried there 
should be two opposing speakers, 
following the lines of the old col- 
lege debating idea. 1 remember 
once somebody told me that the 
reason lawyers get the best jobs in 
the country and the preachers 
don’t is because the lawyers, when 
they get up to talk, know there is 
opposition. They have to be pre- 
pared with facts, statistics and 
persuasion to back up their side 
of the case. Every lawyer is up 
against this. His success depends 
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upon what the jury thinks of his 
presentation of the case. On the 
other hand preachers, so my friend 
said, seldom get anywhere because 
they get up and say their say, and 
there is nobody to answer back. 
The audience can just take it or 
leave it, and the trouble is in these 
days, most of them just leave it. 

Now the object of all this per- 
siflage is to suggest to some of our 
busy executives that they do some 
concentrated reading of the matter 
that comes in printed form to their 
desks. If you will try this for a 
few months, take my word for it, 
it will open up a whole new world 
of thinking to you. I have always 
been something of a reader myself, 
but I have never been the reader 
that I have been the past five 
years, and I wish to say that these 
years have actually been the hap- 
piest in my life. It has just been 
glorious to have time to read the 
morning paper in the morning, to 
read a good book now and then, 
and to read the things that come 
to my desk. 

Of course I know your answer. 
How can we find the time? No 
you can’t, as long as you are deal- 
ing in these ten-minute interviews. 
Of course if you start reading you 
will have to cut out some other 
things. I had to do that. One of 
the best things that ever happened 
to me was when I hurt my leg 
falling in the bathtub, that led to 
the cutting out of my golf game. 
I never could break 100 anyhow. 
And after this accident I just quit 
trying. But I am always interested 
in reading about some of the great 
golf players. However now I can 
learn all about them in 15 minutes, 
instead of taking a day off. 


Interesting Facts 


Apropos of what I am writing 
about, I have just read and studied 
Automobile Facts published by the 
Automobile Manufacturers Associ- 
ation. These facts to me are 
tremendously interesting. Every 
dealer should know them. What 
is happening in the sale of auto- 
mobiles has a direct bearing upon 
the prosperity of every man, 
woman and child in the United 
States. You can get this magazine 
by writing the Automobile Manu- 
facturers Association at 366 Madi- 





son Ave., New York City. Did 
you know for instance, that in 
1937 of all the highway taxes 
collected in the United States, 1314 
cents out of every dollar of taxes 
paid was diverted from highways 
to some other government function 
entirely distinct from automobiles. 

Did you know that in 1937 for 
the first six months the sale of 
cars and trucks at retail in the 
United States amounted to 2,408,- 
550 units and that in the first six 
months of 1938 there were only 
1,178,364 units sold, less than half. 
In the same period did you know 
that while the automobile business 
was off in rough figures about 50 
per cent that the average wage for 
all automobile factory employees 
was 92 cents an hour in 1938 com- 
pared with 84 cents an hour dur- 
ing 1937 and 75 cents in 1929. 
By contrast a 65.4 per cent decline 
in profits from the 1937 model 


year is indicated. 


Summing It Up 


To sum it all up with the shrink- 
age in sales and profits of auto- 
mobile manufacturers in 1938, 
this automobile magazine states 
employment did not undergo a 
corresponding reduction and indi- 
vidual weekly wages of employed 
automobile workers declined less 
than 10 per cent on the average. 

Now in conclusion, a _ very 
beautifully gotten up booklet has 
come to my desk called “Derry- 
dale Press Books.” This gives a 
list, with a short description and 
illustrations taken from the books, 
of the books gotten out by this 
company. The pictures are beauti- 
ful etchings, some in colors. The 
booklet comes from Abercrombie 
& Fitch Company of New York 
City, who very modestly on their 
letterhead call themselves “The 
greatest sporting goods store in 
the world.” However, it is cer- 
tainly a great store. When sport- 
ing goods dealers from all over 
the country visit New York they 
should see this store. 

There are a lot of other maga- 
zines that come to me that I would 
like to write about, but while I 
myself have plenty of spare time, 
this magazine does insist upon 
putting some limits upon my 
space. 
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SELL THIS 
COMPLETE LINE 


PORCELETS 


The newest development in safe wiring is the PORCELET 
all-porcelain outlet box and cover plate. There is a size and 
style for every installation. Box sizes, knockouts and tapped 
inserts are all standard. No grounds required on boxes or 
on the system when used with non-metallic wiring. 

Write today for complete information and prices on 


PORCELETS. 


PORCELAIN PRODUCTS, INC. 
DEPT. 11 FINDLAY, OHIO 
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NORWICH, CONNECTICUT 











Order from your jobber! 
Schalk Chemical Company, 
Los Angeles and Chicago 








Want a Good Position? 


The quickest and surest way of securing a 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 


Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 
Classified Oportunisies Dept. 
239 West 39th St.. New York City 
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EXTRA SALES FEATURES— 
the extra features of the Hamil- 
ton Beach food mixer give you 
extra selling points — easier 
sales. 

NATIONALLY ADVERTISED 
in the Rotogravure Section of 
Sunday newspapers. 

FREE DEALER HELPS— 
Complete—attractive. Furnished 4 
free on request. Ss 


Order Hamilton Beach food mixers 
from your Wholesaler. Write us for 
free dealer helps. 


HAMILTON BEACH CO., Racine, Wis. 


Division of Seovill Manufacturing Co. 
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Made from strong, tough non- 
corrosive wire @ Coated with 
highest grade Straits tin e Also 
furnished galvanized or Cad- 
mium plated e Woven in 
special widths in meshes as 
fine as 50. 


‘For any kind of special wire 
cloth—from kitchen sieves to 
paper mill screens—send us 
your most exacting speci- 
fications for thorough and 
prompt service. 


WICKWIRE BROTHER 


Cee TLtLAN B@--N EC W wee Te Bee ee Fr 








A popular buy-word | 


National | 


HARDWARE 














HE score of years that these fine | 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 





National Manufacturing 
Company 
STERLING - - - ILLINOIS 
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When “talking shop” on 
wrench quality it’s always 
ARMSTRONG hrome- 
Vanadium Wrenches that carry the 
100% stamp of approval. Wrench 
buyers and wrench users alike know 
that these are quality tools — the 
finest available today. Carrying a 
reliable manufacturers’ guarantee 
against spreading or breakage 
ARMSTRONG renches are pri- 
marily designed for discriminating 
buyers—men who know that 
strength has not been sacrificed for 
a longer, thinner and lighter wrench 
—a strength not based on bulk but 
on excellence of design and material. 
Write today for the W-35 Catalog 
—standardize with a line you can 
guarantee! 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave., Chicago, U.S.A. 





Eastern Warehouse and Sales: 199 Lafayette St., New York 
San Franelsee Lendon 
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Arkansas Retail Hardware & Imple- 
ment Assn., Feb. 14-15, 1939, at Marion 
Hotel, Little Rock, Ark. G. L. Turner, 
320-322 E. Markham St., Little Rock, is 
secretary. 


American Hardware Supply Co., 
Jan. 30-31, 1939, at company headquar- 
ters, 41-43 Terminal Way, South Side, 
Pittsburgh, Pa. William M. Stout is 
general manager. 


California Retail Hardware Associ- 
ation, Feb. 21-23, 1939, headquarters, 
Hotel Whitcomb, San Francisco, Calif. 
Le Roy Smith, Room 237, 417 Market 
St., San Francisco, is manager-treasurer. 


Carolinas, Hardware Assn. of., June 
13-15, 1939, at the Ocean Terrace Hotel, 
Wrightsville Beach, N. C. Arthur R. 
Craig, 407-11 Commercial Bank Bldg., 
Charlotte, N. C., is secretary-treasurer. 


Chicago Housewares Shows— 
Housefurnishing Manufacturers’ Assn. 
of America, Jan. 8-14, 1939, at the 
Palmer House, Chicago, Ill. T. J. Reed, 
29 S. La Salle St., Chicago, is executive 
secretary. 


National Housefurnishing Manufac- 
turers’ Assn., Jan. 8-14, 1939, at Stevens 
Hotel, Chicago, Ill. Warrend Edwards, 
228 N. La Salle St., Chicago, is secre- 
tary. 


At Merchandise Mart, Jan. 9-21, 1939, 
Chicago, Ill. J. M. Stewart, 236 Mer- 
chandise Mart, is trade promotion man- 
ager. 


Connecticut Hardware Association, 
March 8 and 9, 1939; place not yet 
determined. C. F. Freeman, Branford, 
Conn., is secretary. 


Credit Congress, 44th Annual Con- 
gress, sponsored by National Association 
of Credit Men, Grand Rapids, Mich., 
June 12-15, 1939. Henry H. Heimann, 
One Park Ave., New York City, is exec- 
utive manager. 


Illinois Retail Hardware Assn., Jan. 
31, Feb. 1-2, 1939, at State Armory. 
Peoria, Ill. C. G. Gilbert, 1155 Merchan- 
dise Mart, Chicago, is managing direc- 
tor. 


Indiana Retail Hardware Assn., Jan. 
24-27, 1939, in Indianapolis, Ind. Ex- 
hibit at Murat Temple. G. F. Sheely, 
915-935 Security Trust Bldg., Indian- 
apolis, is managing director. 


Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 7-10, 1939, in 
Des Moines. Exhibit at Coliseum; 
meetings at Hotel Savery. Philip R. 
Jacobson, Mason City, Iowa, is secre- 
tary. 





Coming Conventions 
and Events 


Corrected each issue 


according to latest data 


Kentucky Hardware & Implement 
Assn., convention and exhibit, Jan. 17- 
19, 1939, Seelbach Hotel, Louisville, Ky. 
J. M. Stone, 1009 Seelbach Hotel, is 
secretary. 


Marshall Wells Co., Associate Con- 
gresses: at Duluth, Minn., Jan. 30-31 
and Feb. 1; at Billings, Mont., Feb. 6- 
8; at Portland, Ore., Feb. 6-8, and at 
Spokane, Wash., Feb. 20-22. 


Michigan Retail Hardware Assn., 
convention and exhibit, Feb. 7-10, 1939, 
in Grand Rapids, Mich. Exhibit at 
Civic Auditorium; meetings at Pantlind 
Hotel. Harold W. Bervig, 1112 Olde 
Tower, Lansing, Mich., is secretary. 


Minnesota Retail Hardware Assn., 
convention and exhibit, Feb. 21-24, 1939, 
at Auditorium, St. Paul, Minn. C. J. 
Christopher, Nicollet at 24th, Minne- 
apolis, Minn., is manager-treasurer. 


Missouri Retail Hardware Assn., 
Feb. 21-23, 1939, at Hotel Jefferson, St. 
Louis, Mo. Exhibit at hotel. Peyton C. 
Clark, 2861 Gravois Ave., St. Louis, is 
secretary. 


Mountain States Hardware & Im- 
plement Assn., Jan. 30, Feb. 1, 1939, 
at Cosmopolitan Hotel, Denver, Colo. 
John T. Bartlett, 637 Pine St., Boulder, 
Colo., is secretary. 


National Retail Hardware Con- 
gress, July 17-20, 1939, at Netherland 
Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 
Retail Hardware Assn., Security Trust 
Bldg., Indianapolis, Ind. 


Nebraska Retail Hardware Assn., 
convention and exhibit, Feb. 14-16, 1939, 
in Omaha, Neb. Exhibit at Municipal 
Auditorium; headquarters, Rome Hotel. 
E. C. Hermanson, 325 Insurance Bldg., 
Lincoln, Neb., is secretary. 


New England Hardware Dealers 
Assn., Feb. 28, March 1-2, 1939, at 
Hotel Statler, Boston, Mass. Exhibit at 
hotel. George G. Hoy, 140 Federal St., 
Boston, is secretary. 


New York State Retail Hardware 
Assn., annual convention and trade 
show at Hotel Syracuse, Syracuse, N. Y., 
Feb. 7-9, 1939. Secretary John B. Foley. 
508 Hillds Bldg., Syracuse, N. Y. 


North Coast Hardware & Imple- 
ment Dealers Assn., Feb. 13-14, 1939, 
in Portland, Ore. Theo S. Coy, Olympic 
Hotel, Seattle, Wash., is secretary. 


North Dakota Retail Hardware 
Assn., convention and exhibit, Feb. 7-9, 
1939, in Minot, N. D. Exhibit at Ar- 
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mory; meetings in Knights of Pythias 
-Hall. Louise J. Thompson, Grand Forks, 
N. D., is secretary. 


Ohio Hardware Assn., Feb. 14-17, 
1939, at Deshler-Wallick Hotel, Colum- 
bus, Ohio. Exhibit at Convention Hall. 
John B. Conklin, 175 South High St., 
Columbus, is secretary-treasurer. 


Oklahoma Hardware & Implement 
Assn., convention and exhibit, Jan. 31, 
Feb. 1-2, 1939, at Municipal Auditorium, 
Oklahoma City, Okla. C. F. Nelson, 
411 Key Bldg., Oklahoma City, is sec- 
retary. 


Pacific Northwest Hardware & Im- 
plement Assn., convention and exhibit, 
Feb. 6-8, 1939, at Davenport Hotel, 
Spokane, Wash. Dale Strong, 523 
Realty Bldg., Spokane, is secretary. 


Panhandle Hardware & Implement 
Assn., Feb. 6-7, 1939, at Herring Hotel, 
Amarillo, Tex. C. L. Thompson, Can- 
yon, Tex., is secretary. 


Pennsylvania and Atlantic Sea- 
board Hardware Assn., Feb. 21-24, 
1939, at William Penn Hotel, Pitts- 
burgh, Pa. Exhibit at hotel. W. Glenn 
Pearce, 400 North Broad St., Philadel- 


phia, is managing director. 


Southern California Retail Hard- 
ware Association. Convention and ex- 
position at the Hollywood Roosevelt 
Hotel, Hollywood, Calif., March 1-3, 
1939. J. V. Guilfoyle, 1026 Rivers- 
Strong Bldg., 112 W. 9th St., Los 
Angeles, Calif., is managing director. 


South Dakota Retail Hardware 
Assn., convention and exhibit, March 
14-16, 1939, in Corn Palace, Mitchell, 
S. D. C. J. Christopher, Nicollet at 
24th, Minneapolis, Minn., is manager- 
treasurer. - 


Tennessee Retail Hardware Assn., 
Feb. 15-16, 1939, at Andrew Jackson 
Hotel, Nashville, Tenn. J. F. Vaughan, 
Jr., Winchester, Tenn., is secretary- 
treasurer. 


Texas Hardware & Implement Assn., 
convention and exhibit, Jan. 24-26, 1939, 
in Houston, Tex. Exhibit, Sam Houston 
Coliseum; headquarters, Texas State 
Hotel. Dan Scoates, College Station, 
Tex., is secretary. 


Triple Convention of the Ameri- 
can Supply and Machinery Mfrs. Assn., 
National Supply & Machinery Distrib- 
utors Assn., and Southern Supply & 
Machinery Distributors Assn., May 17 
to 23, 1939, aboard the S. S. Bremen 
on a cruise to Bermuda. Secretary of 
the American Assn., R. Kennedy Han- 
son, 1108 Clark Bldg., Pittsburgh, Pa.; 
National Assn., H. R. Rinehart, 505 
Arch St., Philadelphia, and Southern 
Assn., Alvin M. Smith, Smith-Courtney 
Co., Richmond, Va. 


Virginia Retail Hardware Assn., 
Feb. 21-22, 1939, at Virginian Hotel, 
Lynchburg, Va. R. A. Frayser, 17 N. 
Sixth St., Richmond, Va., is secretary. 


Washer-Ironer Show, first annual 
exhibit, sponsored by the American 
Washer and Ironer Mfrs. Assn., Stevens 
Hotel, Chicago, in January, 1939. 


Western Retail Implement & 
Hardware Assn., annual convention 
Jan. 17-19, 1939, at the Municipal 
Auditorium, Kansas City, Mo. Herbert 
J. Hocke, Abilene, Kan., secretary. 


Wisconsin Retail Hardware Assn., 
convention and exhibit, Feb. 7-10, 1939, 
at Auditorium, Milwaukee, Wis. Ex- 
hibit manager, George W. Kornely, 
3374 N. Green Bay Ave., Milwaukee. 
H. A. Lewis, Stevens Point, Wis., is 


secretary. 


PX &) OF INTEREST TO THE 
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WESTINGHOUSE LAMP DI- 
VISION, Westinghouse Electric 
& Mfg. Co., Bloomfield, N. J—With- 
in each of the six Westinghouse 
Lamp districts a total of 100 teams 
of jobber salesmen captained by 
Westinghouse salesmen will com- 
pete for prizes. They will be in the 
form of merchandise which the win- 
ning salesmen will select, and will 
purchase through the medium of 
certificates. One prize will go in 
each district to the winning jobber, 
to be distributed among his com- 
peting salesmen. Another prize will 
be awarded each month of the six 
months’ contest to all jobbers, 60 
per cent of whose salesmen have se- 
cured one or more contracts during 
the month. Still another prize will 
be awarded in each district to the 
jobber salesmen having the high- 
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est individual score. Contest starts 


Oct. 1. 


THE SILEX CO., Hartford, 
Conn.—$5,040 distributed for best 
window displays of Silex glass 
coffee makers. Contest is classified 
according to city population and 
also to groups—dealers and depart- 
ment stores and utilities. For deal- 
ers: three first prizes of $250; three 
second prizes of $50, and 75 third 
prizes of $10. Jobbers’ salesmen 
selling winning stores receive prizes: 
three first prizes of $25 each; three 
second prizes of $15, and 75 third 
prizes of $10. More than one photo- 
graph may be submitted. Entry 
blanks available from jobbers’ sales- 
men. Contest began Oct. 15 and 
closes Dev. 1, 1938. Entries must 
be mailed not later than Dec. 10. 











Sell One to 
Each Family 
For Sure Light 
In Emergencies 


There are dozens of 
uses for handsome 
Dietz Streamlined 
Lanterns and every 
family needs one or 
more. In emergen- 
cies, the always ready 
light of Dietz Lan- 
terns often gives 
them value far be- 
yond their price. 





R.E.DIETZ COMPANY - NEW YORK 
Makers of Lanterns for the World; Founded 1840 
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In far West 
and South $3.95 


5 out of 6 Homes Want 
This Scale for Xmas! 


Here’s something almost every home 
wants and needs! This aristocratic 
new Hanson Bath Scale is built on an 
utterly new mechanical principle. So 
simple it can’t get out of order. . 
certified accurate at all weight levels 
+ you can give guarantees with abso- 
iute safety. Weighs to 250 Ibs. by 
pounds. Four exquisite colors. Display 
this strikingly beautiful scale and see 
how it booms Holiday business. 
Ask your jobber for Christmas Pack- 
age No. 999—four scales with five- 
color Santa Claus Display. 


HANSON SCALE CO. (Est. 1888) 
510 N. Ada St., Chicago 1150 Broadway, New York 








SAVE TIME 


SIZE MARKED 





Simplex size-marked pump leathers are 
easiest to sell—and they will stay sold. 
The size is so clearly marked on each 
leather there can be no mistakes about 
size—no hunting for rulers to measure— 
and no exchanges from customers. 

By selling Simplex size-marked pump 
leathers you cut down selling expense 
and give your clerks more time to sell 
other items. You build the reputation of 
having a well-stocked store with an in- 
telligent sales force. Try this new way to 
make sales more profitable. 

Ask your jobber or write us for price list. 











Bulletins Build Business! 


(Continued from page 52) 


a buyer pulled up his car in the 
middle of the block, walked back, 
selected a scoop and said: ‘That 
sketch you have on the board out 
there has sold one shovel for 
you. ” 

Sketching on the bulletin board, 
with just enough words added to 
make sense, is something that will 
always be well received by the 
public. In time the public will 
begin to wonder what kind of a 
message you will have there, what 
is the latest and will there be 
something in the announcement 
that will be of interest to them. 

“Here’s another illustration,” 
said Mr. Richardson, “Some time 
ago I had the message, ‘Choice 
Seed for Your Late Gardens’ on 
the bulletin board. It had been 
there but a short time when a total 
stranger came in and bought seed 
not only for himself but for his 
neighbor. He explained that he 
did not know if his home town 
dealer carried such seed and he 
was making the purchase from me 
in order to be sure that he would 
have it.” 

The foregoing are merely ex- 
amples of Mr. Richardson’s ex- 














The sidewalk space is also used 
for seasonal display purposes. 


perience with the bulletin board 
as a successful sales aid. As an 
advertising medium he has found 
it to be absolutely first class. 

Not every store can keep a 
bulletin board doing active adver- 
tising sentry duty. In many cities 
and towns there are ordinances 
which make it impossible for a 
merchant to use the effective out- 
door board. But even where such 
a handicap exists, a bulletin board 
can be set up inside the show win- 
dow where it can beckon to the 
passersby and where it can make 
its message seen at all hours of 
the day. 





A SELF-SELLING HUNTER’S WINDOW 





| SoH as| 
PAINTS 





“Sportsmen, attentionl.” says this window in the Joe Brandt Hardware, Alton, 
Ill., Shells, guns and game, plus the accessories that make up a hunter's 
equipment are to be found in this display. Despite the shallowness of the 
window, Mr. Brandt's arrangement gives each item complete visibility so 


that it can sell itself. 
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For Hunting Trips and Xmas 
Hoppe’s Gun Cleaning Packs 


UICK sellers, with good profit, Hoppe’s Gun Cleaning 
Packs—well known, popular—are what countless shoot- 
ers want for gun protection Bottle of Hoppe’s No. 9 

LZ Solvent for barrel cleaning and rust protection. Supply of 

“ He Hoppe’s Patches to apply No. 9. Hoppe’s Oil to keep gun 
actions lively—never gums. Hoppe’s Gun Grease for general 

gun protection . .. Stock and display Hoppe’s Gun Cleaning Packs 
now and through December. Your regular jobber will supply you. 


FRANK A. HOPPE, INC., 2314-A North 8th St., Philadelphia, Pa. 
REPRESENTATIVES: 


Je . Simon Co., Inc., 302 Broadway, New York Cit 
a H. L. Bowlds & Son, ite West 2nd St., Los ‘Angeles, Calif., and 831 S.W. Vista, Portiand, Ore. 


ORIGINAL 
MAYDOLE HAMMERS 


Now Backed by The Engineering, 
Production and Merchandising 
Skill of MAYHEW 

























grinding, 

contri- 

e them MAYDOLE HAMMERS for 

100 years have been recognized 

as the finest line of hammers in the 

world. Featuring the famous Adz Eye 

originated by Maydole. Every hammer 

is perfectly cole need. Order from 
your Jobber Salesman. 


SOLD EXCLUSIVELY THROUGH WHOLESALERS 


MAYHEW STEEL PRODUCTS, Inc. 
SHELBURNE FALLS, MASSACHUSETTS 





E. C. ATKINS AND COMPANY, 4105S. Illinois St., Indianapolis, Ind. 


GREATEST ALUMINUM PAINT VALUE 


ever offered the Trade! 











EVERYWHERE 
















Gardiner Acid-Core Solders are made to make good . 
no matter how tough the job. Their reputation for de- 
pendability and economy wins trade. Their uniform performance 
holds it. Farmers, mechanics, garages, etc., are 1, 5 and 20-Ib. spool 
buyers. The big, profitable home market shows a marked preference 
for the famous Gardiner Repair-All Household package . . . priced 
to meet chain store competition with a full mark-up. Order Gardiner 
Solder by name from your jobber. 


Two compartment 
cans with Aluminum 
Paste or Powder 
and the finest Ex- 
terior Spar Varnish 
Bronzing Liquid. 
Ready Mixed Alu- 
minum Paint made 
with Aluminum 
Paste. The most 
perfectly balanced 
Ready Mixed Alu- 
minum Paint that will not tarnish or con- ~S . e 2. 

geal in the can. E P 


a) 
Order from your jobber. Jobbers: Write! Ss . ‘ doce J 


SHEFFIELD BRONZE POWDER & STENCIL CO. on = : V4 os 
3000 Woodhill Road @ Cleveland, Ohio 























“The Clasoified Section 
of Hardware Cge % the 
Opportunity Exchange 
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DENISTON 


“Lead Seal’? NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘‘Lead 
Seal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! . . 
Ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 


efoto) S7 Gu 5) 1 F714 
\D CLIPPERS 


The “Yankee” 


Open, it’s a sizable, business- 
like tool; closed, it’s as sleek 
as a pen knife—all due to 
new “swivel” lever. Attrac- 
tive card displays one, stores 
eleven. Retail, 15¢. At j 

bers’. Send for price sheet. 


The H. C. Cook Co. 


27 Beaver St., Ansonia, Cenn. 















SMART NAILS 
4 











The Original 
“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sole Manufacturer 
15 Hathaway Street, Boston, Mass. 

















Kew Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 


CALF WEANERS 
BEST FOR 25 YEARS 


Write for FREE Circular Mfrd. By 


QUINN WIRE & IRON WORKS 


ROONE IOWA. USA 











E-Z CORN POPPER 
The Original Rotary Corn Popper 


The Popper That Puts 
The Pop in Pop Corn 








Use Any Kind of Heat 


4sk Your Jobber 


©. S. KEENE MACHINE CO., - ELKHART, IND. 
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Tarn to Page 86 
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The “Who Makes It?” issue of Hardware 


Age enables you to quickly locate sources of 


supply and helps you answer many ques- 


tions regarding brand names, products, etc. 


Eldred, Pa.: Who makes the In- 
dian Oak sole leather strips? Brad- 
ford Supply Co. 


ANSWER: Cover & Company, 
244 No. Third Street, Philadelphia, 
Pa. 


* + 


Plainview, Texas: Where can we 
secure repairs for the Viking Cream 
Separator? Plainview Hardware. 


ANSWER: United Engine Com- 
pany, Lansing, Mich. 


* * * 


Kimball, W. Va.: Who makes the 
Abney Levels? Clark Hardware & 
Furniture Co. 


ANSWER: W. & L. F. Gurley, 
Troy, N. Y. 


* *& 


Lubec, Maine: Please forward 
address of the Amity Mfg. Co.? 
S. B. Stuart & Co. 

ANSWER: Babylon, Long Island, 
N.Y. 


* *& 


Plainfield, N. J.: Who makes the 
Mah Jong Sets? A. M. Griffen 
Hdwe. Co., Inc. 


ANSWER: Parker Bros., Inc., 
Salem, Mass. 
* * * 


New Kensington, Pa.: Who makes 
the Barnes Combination Faucet? 
Johnston Hardware Co. 


ANSWER: Barnes Manufactur- 
ing Co., Mansfield, Ohio. 


* + 


Charleston, S. C.: Who makes the 
Pal Safety Razor Blades? Harrison 
& Co. 

ANSWER: Pal Blade Co., Platts- 
burg, N. Y. 


ee @ © 


Philadelphia, Pa.: Please furnish 
address of the C. A. Myers Co., 
manufacturers of sewing awls? 
Murta, Appleton & Co. 


ANSWER: 105 South Jefferson 
St., Chicago, Il. 


* *& 


Camden, N. J.: Who makes the 
Everedy plumbers force pumps? An- 
trim Hardware Co. 


ANSWER: F. W. Hoffman & Co, 
Inc., 35 South 4th Street, Philadel- 
phia, Pa. 
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MAKES IT?” 


Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 


ware Age Directory Number. 


Greenville, Miss.: Where can we 
procure sinew extractors for fowl or 
turkey legs? Wetherbee Hdwe. Co. 

ANSWER: R. H. Forschner Com- 
pany, 230 Third Avenue, New York 
City. 


Schenectady, N. Y.: Who makes 
the Bolta serving trays? David Ma- 
honey Co., Inc. 


ANSWER: Bokta Rubber Co., 
Inc., Lawrence, Mass. 


Clift Forge, Va.: Who makes the 
Evenflo nursing bottles? Syden- 
stricker Hardware Co. 


ANSWER: Pyramid Rubber Co., 
Ravenna, Ohio. 


Tacoma, Wash.: Who makes the 
Pla-Pal Radio? Olswang Hardware 
Co. 


ANSWER: Pla-Pal Radio & Tele- 
vision Co., 230 East Ohio Street, 
Chicago, III. 


Cresco, Pa.: Who makes the Lay- 
ton Pikgards pick guard for chick- 
ens’ beaks? J. A. Seguine, Inc. 


ANSWER: Production Labora- 
tories, South 170th Street & Pacific 
Highway, Seattle, Wash. 
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Boston, Mass.: Where can we pro- 
cure the Wilson butcher knives? 
A. Berman. 


ANSWER: H. Boker & Co., 101 
Duane Street, New York, N. Y. 


Tacoma, Wash.: Where can we 
procure the J. Tyzack & Sons tile 
setters trowels? Washington Hdwe. 
Co. 


ANSWER: Irving Hardware Co., 
Inc., 12 Warren St., New York City. 


New Orleans, La.: Who makes 
the Lathrop Engines? LaNasa Hard- 
ware Co. 


ANSWER: Lathrop Engine Co., 
Mystic, Conn. 


Newton, N. C.: Who makes the 
Fort Wayne rotary milk bottle 
filler and capper? Rhyme Hard- 
ware Co. 


ANSWER: Fort Wayne Dairy 
Equipment Co., Fort Wayne, Ind. 


* * * 


North Tonawanda, N. Y.: Who 
makes the Win-Dor Snugger for 
cupboard & closet doors? The 
Cramer Hdwe. Co., Inc. 


ANSWER: Casement Hardware 
Co., 404 No. Wood Street, Chicago, 
Ill. 


aaa CUTTER 


Tyee eee 
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It pays to push Red 
Devil Glass Cutters. 
They rate high as 


sellers in all seasons 


—at good profit 


The sure cutting 
precision made 
alloy steel wheel 
pleases experi 
enced users .and 
amateurs olike 
H's ALL ta Ota 
Wheel 


The unique Easel 
Counter Display 
attracts attention— 


and buyers 


LANDON P. SMITH, 
IRVINGTON, N. J. 























The 
FIRST 


Important 
Advancement 


in Hinge Con- 
struction in 4 
Century 


That's why Soss Invisible Hinges 
stimulate interest and desire, pep 
up turnover, and increase my its. 
Catalog gives full particulars — 
write for it. 

SOSS MANUFACTURING CO., 
648 E. First Ave., Roselle, N. J. 





NEVER ne ; NEVER 
SEEN SAG 


NEVER 2s J NEVER 
HEARD TROUBLE 


HINGES 
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Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words..... $4.00 
Each additional word......... 06 
Positions Wanted 
(Special Rate) set solid, maximum, 
rar re .50 
Each additional word.......... 01 


BOXED DISPLAY RATES 


One inch 
Each additional inch.......... 4.00 








Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, 


DISCOUNTS FOR CONSECUTIVE INSERTIONS 
4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted Advertise- 
ments. 


—_@— 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 


Retailers and Retail Salesmen 





—_~e — 
HARDWARE AGE is published every 
other Thursday. Classified forms close 





15 days previous to date of publication. 


NOTE 


Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 
«= @ -~ 
Address your correspondence and replies to 
HARDWARE AGE 


Ciassified Opportunities Dept. 
239 West 39th St.. New York City 














HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced and well trained employees in the hardware 
industries. No charge to employers for this ser- 
vice. If we can be of any help to you, just 
‘phone ASSOCIATED PLACEMENT BUREAU, 
152 West 42nd Street, New York City. Wis. 
7-1802, 1803. 





HARDWARE MAN, 15 YEARS’ EXPERI- 
ENCE, WISHES connection with retail firm. 
Well versed in hardware, paints and janitor sup- 
plies. Can buy, sell and arrange stock. A-1 
locksmith and electrical repair man. Reference 
furnished. Address Box D-247, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 





24 YEARS’ EXPERIENCE SELLING RE- 
TAIL and wholesale hardware, toys, sporting 
goods, mill, factory, plumbing and electrical sup- 
plies, radios; experienced in window display, store 
departmentizing, showcard and sign work, news- 
paper advertising. Wish to locate with good 
reliable firm, available at once. Am a producer 
for the best of results. Address Box D-239, care 
of Haxpware Acez, 239 W. 39th St., N. Y. City. 





BUILDERS’ HARDWARE SALES POSI- 
TION DESIRED. Eight years’ experience—in- 
cludes selling to contractors, architects, small 
stores, etc., for dealer—also scheduling, detailing 
to template and architectural contact for manu- 
facturer. Knowledge of all branches of builders’ 
hardware, in addition to general hardware and 
mill supply experience. Now employed in East. 
Address Box D-232, care of Harpware Ace, 239 
W. 3%h St., N. Y. City. 


CREDIT EXECUTIVE — ACCOUNTANT, 
BUSINESS MANAGER, 33 years, desires to 
forge ahead with responsible organization. Four- 
teen years with prominent Eastern hardware and 
paint concerns. Capable business adviser— 
familiar with financial and profit ratios and oper- 
ating budgets perpetuating any organization, mer- 
chandising controls, cost and selling records. 
Thoroughly experienced with contractual and_in- 
dustrial credits. Assume full credit responsibil- 
ities. Location no factor. Address Box D-233, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 





SALESMAN, EMPLOYED (cost analysis and 
credits) in Massachusetts, 42, unmarried, gradu- 
ate engineer, desires to return to West (Texas 
and Colorado preferred). Experienced sales work 
with construction, mill, oilfield, electrical sup- 
plies, tools and equipment; building material and 
specialties. Correspondence requested with manu- 
facturers with view to permanent representatiov 
Must have sufficient established or potential busi- 
ness and carry sufficient responsibility, to warrant 
reasonable base salary and traveling expenses; 
other compensation on results. Address Box 
D-238, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 
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YOUNG MAN, 22, COLLEGE EDUCATION, 
2 years’ experience in retail and wholesale hard- 


ware. Can furnish best recommendations. Seek- 
ing position with wholesale hardware or paint 
concern, leading to sales. Free to travel im- 
mediately. Address Box D-253, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





SALES MANAGER — PRESENTLY CON- 
NECTED New England manufacturer desires 
position with progressive company interested in 
building volume and staff. Excellent personal 
producer, wide experience selling manufacturers, 
jobbers, retailers, and department stores. Address 
Box D-237, care of Harpware Ace, 239 W. 39th 
Se., N. Y¥. City. 





YOUNG MAN, 25, 6 YEARS OF THOR- 
OUGH experience both in selling and purchasing 
hardware, factory and mill supplies, desires inter- 
view to assure future employer of above and 
other qualifications. I am now employed but seek 
any related position with future in New York 
City and vicinity. References. Address Box 
D-248, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 

















Responsible Producing 
Salesmen With Following 


to call on hardware, department, chain, variety, 
furniture and drug stores, either as side line or full 
time on commission basis. Must cover territory and 
produce regularly. References desired. Full 
tails in first letter. 


Address— 
TIREX MAT CO., Ine., P.O. Box 1344, Norfolk, Va. 














ELECTRICAL JOBBER—WELL RATED 
AND established, desires salesman with following 
in Western Pennsylvania, West Virginia, Mary- 
land (exclusive of Baltimore area), and Delaware. 
Straight commission. Reply in full detail, giving 
full references. Address Box D-251, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 








SALESMEN AND SALES ORGANIZA- 
TIONS WHO call on hardware jobbers, large 
hardware and department stores to sell radically 
new and volume-priced portable and demountable 
clothes post. Brand new red hot item made by 
hundred year old furniture factory. All terri- 
tories open on straight commission. Sell us on 
yourself. Address Box D-255, care of Harpwarz 
AcE, 239 W. 39th St., N. Y. City. 





MANUFACTURER, ESTABLISHED 50 
YEARS, DESIRES salesmen now calling on 
hardware jobbers, hardware retailers and lumber 
dealers. Attractive, low priced items of cabinet 
hardware. Exclusive territories granted on com- 
mission basis. Must cover regularly the territory 
applied for. State fully lines you now carry. 
Address Box D-224, care of Harpware Ace. 239 
W. 39th St.. N. Y. City. 











Agent Wanted to Sell 


PIPE FITTINGS 


WIDES MACHINE PRODUCTS 
Mfrs. of Plumbing Supplies 
BEDFORD, OHIO 














SALESMEN WANTED FOR THE BURNS 
line of orange and grapefruit peelers and grape- 
fruit corers. Also serrated edged cutlery. Ad- 
dress: The Burns Mfg. Co., Syracuse, N. Y 


WANTED—REPRESENTATIVE TO CON- 
TACT WHOLESALE jobbers’ trade on fly screen 
cloth in Chicago area. Address Box D-246, care 
of Harpware AGE, 239 W. 39th St., N. Y. City. 








WANTED—MANUFACTURERS’ AGENTS 
AND SIDE line salesmen calling on retail hard- 
ware, paint, department stores, to sell two new 
Razor Blade Scrapers that carry extra blades in 
handle. Scrapers are of heavy gauge steel with 
positive lock to any of its six adjustable positions. 
Address F. B. Williams Company, 507 East 
Pershing Road, Chicago, Ill 





ESTABLISHED BUILDERS’ AND CABI- 
NET HARDWARE manufacturer desires sales- 
man or distributor now regularly calling on retail 
hardware and lumber dealers in Chicago, to take 
on line on commission basis. Prefer distributor 
who can carry consigned stock. Give all details, 
lines carried, references. Address Box D-249, 
care of Harpware Ace, 239 W. 39th St., N. Y¥ 
City. 





REPRESENTATIVES WANTED CALLING 
ON JOBBING and retail hardware, paint, elec- 
trical and metal supply houses, on fine commission 
basis to sell high-grade line of tools in the fol- 
lowing territories: Pennsylvania (N. EF. west of 
Harrisburg, Pa.), Ohio, West Virginia, Middle 
West States, West Coast States, and Southern 
States. Opportunity to earn real income. Write 
us giving present lines carried, age, business ex- 
perience and reasonable references. Address Box 
D-250, care of Harpware Ace, 239 W. 39th St., 
Nm. ¥. Chee. 














FACTORY REPRESENTATIVE HAVING 
AN ESTABLISHED retail hardware trade, State 
of Texas, traveling 12 months in year, desires 


direct-to-retailer factory lines. Full information 
and references furnished upon request. Address 
Box D-254, care of Harpware Ace, 239 W. 39th 
S.. K.. ¥. Cap. 





HOUSEFURNISHING AND HARDWARE 
DIRECT Factory Representatives desire addi- 
tional lines for department stores, chain stores, 
jobbers, furniture houses, premium trade, etc. 
Cover New York City and State, New Jersey 
and Connecticut regularly. Desire novelty and 
staple items. ce on Broadway. Send com- 
plete details. Address Box D-252, care of Harp- 
ware AGe, 239 W. 39th St., N. Y. City. 


HARDWARE AGE 
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MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., 











—, 
J 
FOR A MAN WHO WANTS TO SHARE IN THE PROFITS! 
HARDWARE STORE, ESTABLISHED 18 Having arranged to represent European manufacturers 
YEARS, has an opening for a young man with a of products which are distributable through 
ware trade, we are seeking a man who can secure euch 


thorough knowledge of hardware and paint. Must distribution by hardware jobbers and retailers h- 
be able to trim windows and write his own show out the United States. We offer no salary or 
d d si P account—the man must believe ‘in his ability to 
cards and signs. State fully, experience, age and a big business on 8 liberal profit-sharing a ra 
25 because of his thorough acquaintance wit e trade. 
Kansas City, Mo. — Pe hag D -_, oe. of To this man we offer a permanent association. 
Ey - 39th St., N. Y. City. Address Box 0-216, eare of HARDWARE AGE 
239 W. 39th St., N. Y. City 
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OPPORTUNITY 


Hardware companies who seek good Sales Repre- 
sentatives, desirable Accounts and the right kind of 
Help invariably use the Classified Opportunities Sec- 
tion of Hardware Age. 


Hardware men who seek good Positions also em- 
ploy the same Hardware Paper. This is because in the 


CLASSIFIED 


-OPPORTUNITIES SECTION 


of HARDWARE AGE 


Opportunity speaks from every corner. Every issue 
of this widely read Hardware Trade Paper carries 
the advertisements of those who are looking for help 
as well as those who are seeking positions. It is the 


“Meeting House” of the Hardware Trade. It secures’ 


quick, tangible results for its advertisers. 


Send your copy with remittance to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th Street, New York City 


SPEAKS FROM EVERY CORNER 
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DE, seccwasecsnas sees ses 
U. 8. Steel Corp. ....--+-++- 11, 
United Stove Co. .....---++e* 
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Vaughan Novelty Mfg. 
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Wall Rope Works, Inc. 
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Washburn Co., The 
Waterbury Rope Co. 
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Wickwire Brothers ......-- 
Wood Shovel & Tool Co. ....-- 
Woodruff & Sons, F. H. ....... 


Wooster Brush Co. 
Wright Steel & Wire Co., G. F. 
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Actual size of sheets 93g by 12 inches 
over all; writing area 8, x I1, 
inches. Sheets printed on both sides. 
of good white bond paper, with 28 entry 
lines on each side. Price $1.00 for 200 
sheets (400 pages) plus 25¢ mailing 
charge. 





Simplify Your Stock Taking with the WHITE 


To make your annual inventory taking an 
easier, surer job, we asked 1,000 leading retail 
hardware dealers to help us design a new 
HARDWARE AGE Inventory Record Sheet. 


From the many suggestions we received, a 
new sheet was designed—in a new size and form 
to sell at a new low price—200 sheets for only 
$1, plus 25c mailing charge. As these sheets are 
printed on both sides of good white bond paper, 
this means you really get 400 pages of inventory 
record sheets. Each page has room for 28 items. 
Your $1.25 investment provides inventory space 
for 11,120 items. 


During the past years, thousands of retail hard- 
ware dealers and wholesalers have used mil- 
lions of HARDWARE AGE Inventory Sheets be- 
cause they found them simple, convenient and 
handy to use. This new form is the best ever— 
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CONDENSED HARDWARE AGE INVENTORY FORM 


it’s even more simple, more convenient and 
easier to use. Our entire effort was directed to- 
ward making your annual inventory taking an 
easier and surer undertaking. 


These new HARDWARE AGE Inventory Sheets 
will fit the HARDWARE AGE Inventory Sheet 
Binders which are used by thousands of dealers 
who reorder their HARDWARE AGE Inventory 
Sheets year in and year out. 


Due to the exceptional low price at which 
these sheets are sold and which applies to the 
United States and its possessions only, please 
have your money order or check accompany 
your order. Use the coupon below to order 
your supply today and make your inventory 
taking this year easier and surer with these 
sheets. 


SeS Sees SSS SSF SSS FSS Se eee eeeeeae USE THIS COUPON SSeS eGeeeeeeeeeGeeeeeneaeeeeenaorere 


HARDWARE AGE 
239 West 39th Street. New York, N. Y. 


Gentlemen: 
re Please send me.......... hundred white HARDWARE AGE Inventory Sheets (200 for $1.00. plue 
25¢c mailing charge). Also send me.......... Binders (50c each). Send these to me by return mail. 
I 55g 2s dns ds lene egd la 1s ilaaticis CAR ape aa lors re FIRM NAME Acs 
ADDRESS .... BD nannsee tas eee NE cava tes new STATE 
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To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in %4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N_Y. 


WATERPROOFED - GUARANTEED 


Ladies’ Home 
JOURNAL 
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Genuin° DOMES & SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 
40 SET -10c SET-10c SET SAVE FURNITURE 


Rese | » ame ‘'Domes o ilence 
: on each genuine Glide 
EE ee I Bel “ 





Domes of Silence 
Rubber Cushion Glides 
le, Marble, Cement and Bathr 
J. Noiseless. Sizes for metal beds, wood beds, larg 
chairs and all furniture 


Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St. N.Y. C. 





A Better EDLUND Jr. 


(Sf) CAN OPENER 


IN A FLASHY 
NEW PACKAGE 


Means 
Greater Profits for Dealers 
Ask Your Jobber or Write Direct 
Edlund Co. Burlington, Vt. 























Standard every- 
where because made 
of plenty of new live rub- 
ber that stays alive. Doesn’t } 
dry out. Extra adhesive. 4 sizes VE 
—#1, #2, #4 and £8. In dis- 
play containers, as shown. 


BULLDOG 


‘Friction 








NOW FURNISHED 


With 3 Assortments! 


The famous Nicholson and Black Diamond 
Retail File Display Units are now supplied with 
c | your choice of three groups of fast- 
\ wees | selling Nicholson or Black Diamond 
} seo | Mill and Saw Files—comprising 66 files, 


\ 56 files or 46 files. Your jobber 


will supply you. Nicholson File 
PATENTED 








Co., Providence, R. I., U. S. A. 
A FILE FOR EVERY PURPOSE 


HARDWARE AGE 






















































































































































































































































































































































































eareeesen: 
jeneseen 


TTT 


Tl? 


TTTt pamaussenes TT 
\SSSeseceeceveseeeeRsrant 


Trt ttt 
eeeneneuss 


jaseseesuneeses 
PSSuSresesewas: 


paaueaseseeen: 
See SSeseeseaaest 


Tillie tT 
[RESe= a ceCSRTSEREa es 


TItt 


peuceencans 


TIT TT 
PSs ee SR SRSEEE RSS eseenae: 


Ti 
























































+tttt ttt tet tet rte HHH eH LIT iiitiiiis ILiiiii iis 
Ht ite H444 444 HG +4ittt Lisi i iit THT Ht HHH HH HH 
Pe@uees $eeeeesas 

sgssssssssssse! SISSsaSssssesessessssssssessecsseetesseseesseses SSESissscesersssess: SESESESSSsTeeSecSSeSSessSeeessspeepscssssecccsceegasmenseamensgens 
HH oH 
ee + + +4 
HH HH 
HH sess 
HH Sass 

ee . 

; : 
HH AH 
HH s sacs 
>4 rt vase 
#3 He 
tee 
= 
H 
H 
H 
: 





















































































































































sesees 















































pe eeeuesensoneuasss: iT 
[OESSRCEEeeascsseseusl 
Trtittt 
T 
t 





































































































































































































WHY THE CORBIN DEALER MAKES MORE PROFIT 





Customers like to stick to a place where they know they get real 
value. Many sales for other lines of merchandise can be traced to the 


lasting satisfaction given by Corbin products. 


The complete Corbin Line meets every need — at every 
price level in the hardware line. Corbin helps dealers in a 
whole-hearted, intelligent way to increase business — and hold 
it. Corbin quality is known by every hardware user. 


The Corbin Night Latch illustrated is typical of fine 
Corbin craftsmanship. Corbin Night Latches are recogniz- 
ed everywhere for their dependability, endurance and 
security. They help make satisfied customers — which 

means more dealer profits. 






























































Tee 
SseesecersSS8 SSESESeuesseen as 


Tt 
oom 


rrr t 
}CUSSNSSteese newness TTT T 
eee 


pace mee 


jeevece: 










oe ee eeesewenas 
rT paemecaeeus: 
+t 





\OSURRSTRSteesanee: 





[CGSSeCteceseeaeeeseneat 


SCS Reeesenanat 


TT 


OSES TSRRecetsacacaneeass 
[euaeesseuet 


. 
weneuueeseausas 
eCauseeassugacenasat 






Jeuemasnezens 


+ 
Tr 
SSR SSUSSSSSSESEReEeeeESheaseR: 


peeant 
SSD STRRUSCRE CSO RSERSREGEsae eas: 


aeeeeeess 
Pee Slee tcagssenesseueseuae 


\eaeeezeuses: 





+1441. 























TTT 
[Seceuslseeanrscases: 


janeeuass t 
eSenceeseuenest 
PexSupacseaes 














bs 
[secceeeeseuenas 
secenccsgeccesccoscscssosccecesaccecsessanss SSSSSRUSSRESESSERSETEESSESER REESE Seeeessacans pes pescccccssceseucugaRscaseecescecccceausseasaessccccses: 
saGGtaseeunne: ase JUSSRES ERT SS Sense nt guscscsausnesasacss ese ceeattacsecstbestenrssce: See SORESSERisasceagaseunesst 
sescasaccsseusesssuesssesascsusesca: jooeseuceesl [SUCSCCSRSSE SNES See eeneeeEs [SeCeceenstaceueseeunt sReeanceceuacesenceeeauens caseucescaesseeesesastesessascace seca: 








pueeenesuen: 


pessare 
Tre 
TrtitTT 


Tt 
[Sesseneeusssnesenas: 


T PSeS ee eewaereseeesscenens 
PRESS SSSR ESSE Ese Senses ee rete tsseeane es 
[een acsaususes Tir 
Trt 


Stitt 


+t 
TT 


TT. 


pasnaes 


TTTTT 
pabeeaesessunt 
ase GaeResena: 


pas 


easeseeeess 
SSescasseucens 
TT 


Jeameuess 


"Good “Buildings “Deserve Good Hardware” 


Pp, & F. CORBIN 


SINCE 1849 


Hardware Corporation, 


CONN., U. S. A. 
CHICAGO 


Successor 


The 


NEW BRITAIN, 
NEW YORK 


American 
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